














Featured in this issue: 
Why are three South 


Atlantic states in 





economic spotlight? 


Index on page 6 


1957 FALL FILM OUTLOOK 








thundering 
out of 
the West 


ChhtU! 


SOLD, within first two weeks of release 


in over 60 markets, to such advertisers 4s: 


. eH. P. Hood & Sons 
° —— e Standard Oil of Texas 
eKrogerCo. °* Friehofer Baking 
e Coca Cola e Max Russer Meats 
e Fritos e Nic-L-Silver Gattery 
¢ Bardahl e Mrs. Smith’s Pies 
e Humpty-Dumpty Stores 


... The 26 daring Arizona Rangers tamed 
America’s last wild territory ... rounded up over 
4,000 rustlers, desperadoes, gunmen and 
swindlers at the turn of the century. All the flavor 
of the historical conflict between law and outlaw 
is in 26 MEN...filmed for TV on scenic Arizona 
locations capturing the impact and excitement of 
the last frontier. Producer — Russell Hayden. 


Atlion/ 


ABC FILM 
SYNDICATIO 


1501 Broadway, N.Y.C- 
LAckawanna 4-5050 








If you had a tape measure 1572 feet long... 


. . . you could tie one end 
on THAT doorknob, head down 


Madison Avenue and tie the other 


end on THIS doorknob, and still % wg 


have plenty left over for a 285 Madison Avenue 


couple of pretty fancy bows. 














The tower with 1572 feet of GALES, power in Oklahoma! 


Get the story from AVERY-KNODEL 
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NO. 1 IN RATINGS —NO. 1 IN RENEWALS! 


RENEWED IN 72 MARKETS BY FALSTAFF — FOR 52 MORE WEEKS! Faistaft, America’s 


4th largest brewing company, is moving up... with STATE TROOPER. Terrific sales success for 52 weeks, 
now Falstaff wants 52 more! So does 3-state sponsor Schmidt & Sons, Brewers. So do dozens of 
other regional and local STATE TROOPER sponsors. /¢ sells! 


NO. 1 NATIONALLY, AND “TOP 10” IN 120 ARB REPORTS! check all the rating services... 
ARB, Videodex, Pulse . . . they all rate this MCA TV thriller right up at the top. STATE TROOPER 

is the No. 1 adventure hit — highest rated! — in St. Louis 40.7, Milwaukee 20.4, Pueblo 56.9, 

Chicago 19.9, Boston 23.3, Cleveland 20.9, Davenport-Rock Island 29.6, San Antonio 32.3, 

Santa Barbara 26.3, Columbia-Jefferson City 40.1, Jackson 38.3, Peoria 38.0, Chico 57.3, Birmingham 
34.2, Minneapolis-St. Paul 17.2, Philadelphia 18.7, Atlanta 22.7, Montgomery 37.0, 

Phoenix 28.1, Jacksonville 41.3. 
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Thrill your market, sell your market with STATE TROOPER 


with the cooperation of the 
Sheriffs’ Association of the 
State of Nevada. 
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JUST ADDED: 
39 MORE 
ALL-NEW 

ADVENTURES 

HALF-HOURS 

NOW 
AVAILABLE! 


SROOPER 


starring ROD CAMERON 


America’s No. 1 Distributor of TV Film Programs 


598 Madison Avenue, New York 22, N. Y. PLaza 9-7500 
and principal cities everywhere 


Write, wire, phone 


i a 


t SYNDICATION 








Only ONE is atop the 
Continental Divide 
Serving both the Atlantic and 
Pacific Sides of America 

KXLF - TV4 
Butte 


Montana 


The Walker Co 


Pacific Northwest Broadcasters 














INDUSTRIAL FILMS 


television graphics inc 


TELEVISION COMMERCIALS 





245 W. 55 ST., N.Y.C 


/ JUDSON 6-1922 
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33 SYNDICATION HITS COMEBACK TRAIL 


Film series are again finding a good 
market for first-run and rerun rights 


38 COMMERCIAL PRODUCTION IS BIG BUSINESS 


Expansion and competition are the key 
words in the field of spot film-making 


42 WEIGHT CONTROL 


The booming figure-grooming business 
Le § pSS 
grows even bigger through television 


44 DANNON BUILDS WITH TV 


Medium proves perfect for promoting 
the little-known yogurt health food 





51 CHANGING TELEVISION MARKETS. 


First of a series of market studies: 
Virginia and North and South Carolina 


DEPARTMENTS 


15 Publisher’s Letter 


Report .to the readers 


18 Letters to the Editor 


The customers always write 


23 Tele-scope 
What's ahead behind the scenes 


27 Business Barometer 
Measuring the trends 


29 Newsfront 
The way it happened 


47 On Film 


Roundup of news 


~] 
uw 


83 


86 
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— 


10 


— 


102 


Spot Report 


Digest of national activity ez 
t 


Washington Memo 
Tv and Capitol Hill 


Network Schedule 


The September line-up ie 


Wall Street Report 


The financial picture 


In the Picture 
Portraits of people in the news 


In Camera 
The lighter side 





NO. 1 PULSE JUNE 
NO. 1 ARB JUNE 
NO. 1 VIDEODEX JUNE 


DR. 
_ HUDSON'S 
SECRET 
JOURNAL 


HIGHEST RATED 
FILM DRAMA IN THE U. S. 
WITH A 21.1 
NATIONAL AVERAGE 


“Realistic and dignified portrayal . . . 
an outstanding contribution to the 
public interest and welfare.” 

American Medical Association 


“These human interest tales have an 
uncommonly high degree of credibil- 


ity.” Variety (recent issue) 


“Can’t recommend the show or John 
Howard’s cooperation too highly.” 
Wilson & Co. (29-market sponsor) 


RENEWED by Wilson & Co. in 29 markets 
. . . RENEWED by Bowman Biscuit Co. in 
17 markets .. . RENEWED by Carolina 
Power & Light in 4 markets... RENEWED 
by Sunshine Biscuits, General Electric 
Drewrys Ale & Beer, Sears Roebuck, 
Meister Brau, Kraft Foods, Sun Drug Co., 
General Tire & Rubber Co. and scores 
more! 


“TOP 5” EVERYWHERE! 


Rating Rank 
BOSTON 27.1 
MILWAUKEE 25.5 
BIRMINGHAM 36.4 
CHICAGO 17.0 
KNOXVILLE 27.4 
SAN FRANCISCO 20.6 
CINCINNATI 23.8 
DALLAS 23.6 
OMAHA 34.1 
GRAND RAPIDS 30.1 
OKLAHOMA CITY 29.2 
LITTLE ROCK 37.0 
SAN ANTONIO 25.2 


78 HALF-HOURS NOW AVAILABLE! 
Be “No. 1” in Your Market with 


starring JOHN HOWARD Fh Lamy 


New York 22,N. Y 


PLaza 9-7500 
and principal cities everywhere 


eNNFK NK RK ON NH ee 








Mark this market 





on your list... 


CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties— one-third of 
Alabama’s population and retail sales! 

You reach this big and growing market only 
through WSFA-TV’s maximum-power VHF 
signal. You cannot cover it with any other TV 
station or combination of stations! 


Mark Central and Southern Alabama on your 
list...and buy it with WSFA-TV! 
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WSFA-TV’s 35 Alabama counties * 


IL, 5 o's. d es 40vhs0ueae esse aeeen 1,093,100 
RE rn Ae $ 741,637,000 
Food Store Sales................. $ 184,927,000 
EN 06. Sis we're: nya $ 21,859,000 
Effective Buying Income... ...... $1,062,690,000 


* Does not include 3 Georgia and 3 Florida bonus counties 


Source: Sales Management Survey of Buying Power, 


May 1957. 





Represented by the Katz Agency 
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MAJOR MARKET LIST 


Dallas — Forth Worth 
Southern California 





Los Angeles 
Oklahoma 


Oklahoma Ci ty 
< Bins, 


ERN ALABAMA 
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Chicago 


Philadelphia 
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The WKY Television System, Inc. 
lahoma City 
d WKY Ok 
WKY=-TY an 











WTWT Tampa - St. Petersburg 
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See the NEW Charlie Chan—you’ll share 
critics’ acclaim: “fresh and entertaining” — 
“crisp scripting and sharp direction.” J..Carrol Naish 
“the best ever to do the role.” The Coca-Cola Company 
(McCann-Erickson, Inc.) has signed up the new Chan for its 
world-wide home market! Regal Beer (Tracy-Locke Company, Inc.)! 
Bowman Biscuit (Ball & Davidson, Inc.)! KRCA-TV, NBC’s O-&-O in Los Angeles! 
WCAU-TV, CBS in Philadelphia! Other sponsors have already snapped up 78 key markets! 
North! South! East! West! Cleveland! New Orleans! Detroit! St. Louis! Denver! Dallas- 
Ft. Worth! Southern markets like Miami, Atlanta, Jacksonville, Tampa-St. Petersburg, 
Mobile, etc. Pittsburgh, Columbus, Wilkes-Barre-Scranton, Youngstown, etc., in the East! 
Albuquerque, Oklahoma City, Tulsa-Muskogee, Little Rock, Pine Bluff, etc., in the 
West! Indianapolis, Madison, Wichita-Hutchinson, 
Hannibal-Quincy, etc., in the Mid-West! For a private 
showing of “The Case of the Profit-Building Program,” 
wire or phone Michael M. Sillerman at 
488 Madison Avenue, New York 22, Plaza 5-2100. 





TELEVISION PROGRAMS OF AMERICA, INC. 
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Heavens to Betsy, Smidley! 





parma ere 


£ 


Yakima 


KIMA-TV 3" 


Hew 


We've not a thing against Toledo, San Diego or 
Nashville . . . but Cascade’s bigger than ANY of 
them! Why, Cascade’s coverage area is bigger than 
Massachusetts, New Hampshire, Vermont, Connec- 
ticut and li'l ole Rhode Island combined! The Cas- 
cade four-station television network delivers more 
area, more people, and, by the way, more results 
than any single TV buy in the West. Let’s not drop 


the old ball again, Smidley. 
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PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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-us In Milwaukee 


The scene hasn't changed... and the 
Warner Bros. features rating picture on 
Schlitz Playhouse is bright as ever. In fact, 
ARB for May gives WTMJ-TV a 31.3 — higher 
than the combined ratings for all three major 
Studio feature films competing against it 


at the same time — 9:30-11 Sunday night. 


This serves to point up the continuing 
pulling power of Warner Bros. features... 
confirming what J. Walter Thompson — 
agency for Schlitz Beer — determined 
through a special three-week survey some 
months ago. And now as then, all major 
studio feature films are scheduled at the 


same time on Sunday nights. 





Milwaukee tastes pretty much typify the 
preferences of viewers everywhere. To 
capture audience and sales alike in your 


area, write or phone: 


my ** ; 
— ; : i : Tale 
A F-Bihide ° . 5 








BI t-sdgielehcela-Micla@.\-s-\elell-he-le Mt (agi te— adgelel lien dlel stm elas) 
345 Madison Ave., MUrray Hill 6-2323 NEW YORK 
75 E. Wacker Dr., DEarborn 2-2030 fod iter -\eis) 
1511 Bryan St., Riverside 7-8553 DALLAS 


9110 Sunset Bivd., CRestview 6-5886 LOS ANGELES 





for a sales touchdown with Herman calling the play! 





Onthe Goal Line withHerman Hickman 


@ Top football expert and TV personality, Herman Hickman is ready to 
work for you as he each week picks the winners of 40 of the outstanding 
football games across the country. 


@ 13 weeks during which you can meet any and all competition. 


@ 1214 minute films — that you keep — delivered to you in time to program 
when you choose. 


A DEREL PRODUCTION 


Executive Producer, Gene Feldman Producer, Rod Warren 





Make yourself regret-proof for the coming football season. Wire or call: EXCLUSIVE 
ES 

GOVERNOR TELEVISION ATTRACTIONS, INC. AGENT 
151 West 46th Street * New York 36, N. Y. * JUdson 6-3675 — 
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Competing Media 


The recent exchange between the Television Bureau of Advertis- 
ing and the Radio Advertising Bureau has brought into sharp focus 
the fact that radio and television are competing media. 

The TvB released an analysis of Nielsen figures which showed 
that while tv viewing was up the radio audience was declining. The 
RAB, as would be expected, took exception to the TvB report. The 
TvB in issuing the report has served notice that it is out to sell tele- 
vision aggressively and competitively—a stand which is to be com- 
mended by everyone in the television business. 

It is interesting to note that over the past year all the competing 
media have directed their fire primarily against television. The 
Bureau of Advertising of the ANPA has flooded agencies and ad- 
vertisers with a steady stream of anti-tv bulletins. Magazines have 
joined the tirade. Radio has been aggressively competitive. Should 
tv sit back and gratuitously accept the blows of the opposition? Be- 
cause of the phenomenal success of the medium—and no communi- 
cation force in history has come so far so fast—television is the 
prime target of the competition. In many instances it has allowed 
claims of the other media to go unanswered. 

If you scan the pages of publications that try to carry water on 
both shoulders you will find some effective anti-tv proselytizing 
week in and week out. These consistent barbs are directed at every 
facet of the tv business. The claims are made that “tv is laying an 
egg,” “tv is disappointing,” “tv is losing advertisers.” And about 
radio these same pages say “radio is strong,” “radio is resurging” 
and “radio is prospering.” 


It?s a Battle 


Lets face it. Radio and tv are competitive. They are both battling 
for the advertiser’s dollar on a national as well as local level. The 
more timid will eschew any kind of controversy. But nothing is 
automatically bought. It must be sold, and the tv medium must be 
sold with the firm conviction that of all the media it is the most 
productive investment an advertiser can make. Television has plenty 
of ammunition which it has not yet unleashed. It is therefore grati- 
fying to see TvB take a well-documented competitive stand. 


Cost-Per-Thousand Yardstick 


Now that the battle lines are drawn, one of the pitfalls that tv 
should avoid is the old cost-per-thousand bugaboo. The slide-rule 
contingent in the advertising business attempts to project all ex- 
penditures on a cost-per-thousand basis—wihout any relation to 
sales effectiveness. Television can deliver what no other medium can 
approach—-sight, sound and demonstration. Its sales effectiveness 
is unmatched. Cost-per-thousand can be used as a guide, but the 
medium is selling itself short if it allows this method to be used as 
an absolute yardstick to buy time. Too often the end result of the 
advertising is lost sight of and that is to create sales. To this end 
no other medium can match the power and potential of television. 


Cordially, 


Ly. Veet 





America's 
10th TV Market 
917,320 TV sets 


Lancaster 
Harrisburg 
York 
Lebanon 
Reading 
Hanover 
Gettysburg 
Chambersburg 
Waynesboro 
Lewistown 
Sunbury 
Carlisle 
Pottsville 
Shamokin 
Lewisburg 
Hazleton 
Mt. Carmel 
Bloomsburg 
Hagerstown 
Frederick 
Westminster 


STEINMAN STATION 
Clair McCollough, Pres. 
Representotive MEEKER 


316,000 WATTS 
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To us, there’s only one way to operate a train, and that’s to get all the bugs out, ourselves, 
place it squarely on the tracks, turn on the lights 


and let ’er rip on a pre-established course. 


Others seem to prefer starting out by putting a blueprint of a caboose before a hypothetical 


iron horse, 
Then calling in a lot of potential ticket-buyers to suggest ways and means. 
But the trouble is, what if some of them insist on square wheels and outside latrines? 


That’s why, even though our new syndicated series, ‘‘Boots and Saddles—the Story of the 
Fifth Cavalry,’’ is just now released for sale, we’re 


already deep into the production of ‘‘Union Pacific.’’* 
It’s not that we’re ambitious to be flamboyantly prolific. 


It’s simply that ‘‘Union Pacific’”’ passed all our own home-grown tests of what makes a fine 
show (and show is what we’re in the business of) 


so we’re makin’ it. 


And mind you, we not only don’t have a customer for it, we don’t even know when we’ll go 


looking for one to purchase a stake in it. 


The CNP method of running a railroad is to create entertainment and produce it on film at a 


pace that’s at least steady, 
And have it ready to go when the market is ready. 
We like to think that over the long haul our ticket-buyers enjoy a ride with all lights showing; 


That is, they have a reasonably accurate idea of what they’re riding in and also of where 


F : 
they’re going. NBC TELEVISION FILMS A DIVISION OF 


*with apologies to Ogden (Utah) 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 








ALL TEN 


OF THE 


TOP TEN 


PLUS 


24 of the 
TOP 25 


WSAZ-TV 


In the June 1957 ARB 


survey of the 110 county 
area served by Huntington 
Charleston television . . . 


WSAZ-TV PROGRAMS 
ARE 
WAY OUT IN FRONT 


1 THE FORD SHOW 


2 THE PERRY COMO 
SHOW 


3 YOUR HIT PARADE 


4 THE LORETTA YOUNG 
SHOW 


5 THE CHEVY SHOW 
6 THE PEOPLE'S CHOICE 
7 FATHER KNOWS BEST 


8 THE STEVE ALLEN 
SHOW 


9 TWENTY ONE 
10 THIS. IS YOUR LIFE 


t cA 


A yeedy pha asada ake 
HUNTINGTON-CHARLESTON, W. VA. 


W.B.C. NETUORE 


Affiliated with Radio Stations 
WSAZ. Huntington 6 WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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Spot Roundup 


. | was particularly interested 

in reading your spot roundup story 

and to see what other advertisers’ plans 

are in regard to the use of spot this 
fall. 

Lee Mack MARSHALL 

Advertising Manager 

Continental Baking Co. 

Rye, N. Y. 


. .. the July 15th issue of TELEVISION 
AGE . .. handled our views very nicely. 
Max Brown 

Director of Sales 

Fels & Co. 

Philadelphia 


The way in which you handled the 
Spot Tv Roundup in the July 15th 
issue of TELEVISION AGE was most inter- 
esting. It’s good to have the spotlight 
focused on this important part of the 
medium. 

James S. Fisu 
Director of Advertising 
General Mills 


Minneapolis 


. . you and your associates can be 
mighty proud of the comprehensive 
and most interesting review of spot tv 
(July 15 issue). I see your publica- 
tion quite often and enjoy very much 
its diversified features. Be assured we 
appreciate your splendid cooperation. 

WituiaM Y. E. Ramso 
Advertising Manager 
Proctor Electric Co. 

Philadelphia 


Comparison 

Have mislaid my copy of TELEVISION 
AGE for June 3rd with the “Comparison 
Between Newspaper and Television 
Media.” Would you please send me a 
copy? I would like to go over it with 

our local salesmen. 
Tony Moe 
General Sales Manager 
WDAU Scranton 


Note: The June 3rd issue is on its way. 
(Continued on page 21) 

















FILM COMPANY 
3825 Bryan © TA 3-8158 © Dallas 











2 heads are 
better than one 
. IN BUFFALO 


WGR-TV 


BUFFALO 





National Representatives 


PETERS, GRIFFIN, WOODWARD, INC. 























DICTIONARY DF SYNONYMS FOR WSM-TV 






> harm er — 7 
in 


’ Cock of the =e 


advertisers. They'll tell you that a combination of better production, 
more talent, better engineering, more comprehensive news and sports 
coverage and more live programming makes WSM-TV clearly 
Nashville’s number one Television Station. Hi Bramham or any Petry 
man can supply facts and figures. 


Channel 4, Nashville, Tenn. © NBC-TV Affiliate © Clearly Nashville's +1 TV Station 


Hi BRAMHAM, Commercial Manager © EDWARD PETRY & CO., National Advertising Representatives WS M.TV 


WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market 
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BATON ROUGE... America’s 


great new industrial empire! 


No. 1 of a series —— CROWN ZELLERBACH CORP. 


——W. R. GRACE & CO. (polyethylene) 

U. S. RUBBER CO. 

FOSTER GRANT CO., INC. 

KAN JAX CHEMICAL CO. 
BATON —_— STAUFFER CHEMICAL CO. 
ROUGE &. —— IDEAL CEMENT CO. 

7 KAISER ALUMINUM & CHEM. CO. 
ESSO STANDARD OIL CO. 
ETHYL CORP. 
ALLIED CHEMICAL & DYE CORP. 
COPOLYMER CORP. 
DOW CHEMICAL CO. 
WYANDOTTE CHEMICALS CORP. 
ORMET METALS CORP. 
KAISER ALUMINUM 
























































Ge NATIONAL SUGAR REFINING CO. 
Ss; RIVERLANDS — 
2p, WEBB & KNAPP, INC. 

Ry, E. |. du PONT de NEMOURS 
er 


for example... 


Kaiser Aluminum produces 


30% of America’s alumina 
in Baton Rouge 


Spend more—where 
there's more to spend 

The banks of the Mississippi, above and 
below Baton Rouge, are the center of to- 


day’s fabulous petroleum and petrochemi- 
cal industries. Payrolls are at an all-time 


2,350 workers share a $13 million payroll at Kaiser’s Baton high. 
Rouge and Gramercy plants, which represent an invest- Here is spendable income for advertised 
ment of $140,000,000! products . . . and WBRZ is the key to 


: ’ ‘ more sales at lower cost because . . . 
Many of the greatest names in American industry have 


invested hundreds of millions for new plants in this ““empire 
area”’ and others are moving in . . . with $254,800,000 in 
additional plants already scheduled. 


Twelve oil refineries and chemical plants in the 
city of Baton Rouge alone provide a payroll of 
more than $100 million a year! 


“onty&Sisunshine reaches more homes 
aa 
in this BILLION DOLLAR MARKET!" 


BATON ROUGE, LOUISIANA 

Tower: 1001 ft. Power: 100,000 watts 
- NBC-ABC 

Represented by Hollingbery 
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Letters (Continued from page 18) 


Cancer Society Support 
I am delighted to acknowledge . . . 
your splendid support of the 1957 
Cancer Crusade of the American 
Cancer Society. . . . Please accept my 
own personal thanks, and that of the 
entire American Cancer Society, for 
your devotion to the cause of cancer 
control, and for your invaluable co- 

operation. 

ELMER H. Bosst 
Director-at-large 
American Cancer Society 
Chairman of the Board 


W arner-Lambert 


Max Factor Agency 

We note in your issue of July 29 an 
article on the advertising companies 
of America’s leading cosmetic firms. 
Under Max Factor you list Doyle 
Dane Bernbach as the agency for 
placement of tv advertising. We should 
like to call your attention to the fact 
that Anderson-McConnell Agency rep- 
resents Max Factor’s Pharmaceutical & 
Specialties Division. This summer we 
have been the agency of record on Max 


Factor’s purchase of Masquerade Party 
Wednesday nights on ABC and Those 
Whiting Girls Monday nights on NBC. 
Ir. addition to which in the past year 
we have been placing a substantial spot 
schedule from coast to coast on behalf 
of Soft-Set and Curl Control hair 
spray.... 
Bruce ALTMAN 
Anderson-McConnell Advertising 
Hollywood 


Note: Our apologies to Mr. Altman and 
his associates at Anderson-McConnell. 


Cosmetics Use WVET-TV 

I read, with interest, the article on 
cosmetics in the July 29 issue of Tv 
AGE. In the various lists of stations that 
carried spot campaigns for cosmetic 
items, the call letters of WVET-TV are 
not Jisted. We did carry schedules for 
Avon, Halo, Max Factor, Dove and 
Prell. It is quite possible that the con- 
fusion arises from the fact that we 
share time with WHEC-TV on channel 
10 and that your editors felt once they 
had mentioned WHEC-Tv, channel 10 

had been adequately reported. . . 
Ervin F. LYKE 
WVET-TV Rochester, N.Y. 


PLEASE SEND SOON AS POSSIBLE TWO 
REPRINTS EACH BANKS AND SAVINGS IN- 
STITUTIONS, GROCERIES AND SUPERMAR- 
KETS, FURNITURE AND HOME FURNISH- 
INGS, SPORTING GOODS AND TOYS AND 
DEPARTMENT STORES PRODUCT GROUP 
SUCCESS STORIES. 

Don CURRAN 
KTvI St. Louis 


Do you have a recent product group 
success story covering washing ma- 
chines and dryers? I would appreciate 
having a copy of this, as I am trying 
to get some ideas together for a local 
appliance dealer. 

Bit HuBBELL 
KLz-Tv Denver 


Note: Our product group story “Electrical 
Appliances” covers this field. We are also 
sending Mr. Hubbell “Television and the 
Printed Word” which deals with appliance 
advertising. 


Will you please send eight copies of 
your product group success story, 
“Men’s Clothing Stores.” 

Mack NEWBERRY 
Sales Manager 
KPAC-TV Beaumont 











CL 


FILM PRODUCTIONS, INC. 


e TELEVISION AND INDUSTRIAL FILMS 


1600 Broadway, New York 19, N. Y. 


JUdson 2-5730 
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314,483 Dick Wellings... 











Dick Welling lives in Tulsa and oil is the business at which he makes his 
living. Dick works for one of the 500 major oil companies that headquarter there 
and make Tulsa the “Oil Capital of the World.” 


Like other average Tulsans, Dick’s income is 20% above the U. S. per capita 
average and his family owns more automobiles than the average family in 
any of the first 25 television markets. Dick is typical of rapidly growing, 
prosperous, cosmopolitan Tulsa. 


There are 314,482 more television families like the Wellings in the big area 
served by KOTV © Smart advertisers want to reach them. They do it over 
KOTYV, the station that has more viewers in the rich Tulsa market than all 
other stations combined. Represented by Petry. 

Sources: ARB 5/57, NCS #2, TV Mag. 8/57, Copyrighted . . . Sales Management 1957. 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa , KGUL-TV Galveston, serving Houston , WANE & WANE-TV Fort Wayne .WISH & WISH-TV Indianapolis 
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WHAT’S AHEAD BEHIND THE SCENES 





Tablet Tooth Cleanser 

Twigger, a tooth cleanser in tablet form, has tested in 
Texas with tremendous success. Using mostly one-minute 
live commercials, Twigger was introduced in the Midland- 
Odessa area on KMID-TV Midland. The maker, Lanpar Co. 
of Dallas, had hoped to move 1,300 dozen vials of the 
dentifrice in 60 days. With five spots a week, the sales aim 
was surpassed in 30 days—sales of more than 156,000 
individual Twigger tablets, enough for every man, woman 
and child in the market. Because of interest stimulated by 
KMID-TV, company has expanded to 20 Southwest cities. 
McCann-Erickson, signed after Midland, has prepared film 
commercials, Lanpar naturally has national aspirations, 
with spot a likely vehicle. 


Car Billings Soar on NBC-TV 

Automotive billings on NBC-TV for the 1957-58 season 
will represent an increase of about 85 per cent over those 
for last season, according to a spokesman for the network. 
Car manufacturers will spend almost $36 million for pro- 
grams of varying format and length on NBC-TV starting 
in the fall, as compared to the $19 million expended by 
them during 1956-57. Heaviest spenders among the major 
car makers on NBC-TV will be Chevrolet, with a full 
52-week sponsorship of the Sunday 9-10 p.m. hour (20 oi 
the shows to star Dinah Shore), and Ford, with full spon- 
sorship of the Thursday-night Tennessee Ernie Ford Show 
and alternate-week sponsorship of the new hour-long dra- 
matic series, Suspicion (formerly titled Crisis), on Monday 
evenings at 10. Also contributing heavily to the NBC-TV 
auto billings will be Oldsmobile, with six special Saturday- 
night shows starring Jerry Lewis and the Academy Awards 
telecast in March, and Buick, with every-other-week spon- 
sorship of Tales of Wells Fargo, viewed Mondays at 8:30-9 
p.m. (For complete 1957-58 tv network plans of the major 
auto firms, see the lead story, “Riding High, Wide and 
Handsome,” in the September 9th TELEVISION AGE.) 


JWT Coverage Figures 

J. Walter Thompson has worked out its own set count to 
use as a basis on which to buy television. Not satisfied 
with any of the figures being offered in the trade, the 
world’s largest advertising agency asked its own research 
department to come up with coverage figures. These are 
now being used by JWT timebuyers. 


Special Audience for ‘Bold Journey’ 
Ralston-Purina’s low-budget and low-rated Bold Journey 
(ABC-TV, Monday, 8:30 p.m.) has conjured a highly 
promotable special audience. Beginning with the school 
year, Bold Journey teachers’ aids will be going out to a 
reported 18,000 classrooms. The show, which features a 
half-hour of travel film with the person who made it as 


guest, has become required viewing for thousands of 
school kids. Teachers’ aids were started last spring in re- 
sponse to teacher requests for information on locales 
featured on the show. Commercials are for Ralston’s 
Wheat and Rice Checks. Agency is Guild, Bascom & 


Bonfigli, San Francisco. 


Studebaker-Packard Campaign 

Plans and budget for the fall Studebaker-Packard cam- 
paign will be approved at an end-of-the-month meeting 
between the company and its new agency, Burke Dowling 
Adams, Inc., New York. In the works is a national cam- 
paign for the car maker, as well as one for its 20 dealer 
associations, all handled by BDA. Last year the corpora- 
tion spent $653,210 in tv spot for its cars and trucks. 


Proof of Performance 

Television is still losing business to printed media be- 
cause of the old proof-of-performance bugaboo. One large 
midwestern bakery advertiser who spends nearly a million 
a year in spot television placed by the company told TV AGE 
that he would make additional money available for co-op 
campaigns by distributors if he could find a practical 
method of checking performance. Sworn affidavits have 
not proven effective in his case, he says. 


Auto Dealers Buy Tv 

Automobile dealers and distributors are spending an 
estimated $25 million a year in spot and local television, a 
survey just completed by Tv AGE indicates. This is in addi- 
tion to the large television budgets of almost all of the 
major automobile manufacturers. (More than 60 exam- 
ples of successful use of television advertisers by dealers 
are included in Product Group Success Story number 33, 
“Automobile Dealers,” which will appear in the September 
Oth “Automotive Issue” of TV AGE.) 


Would Furnish Tv Films 

Adell Chemical Co., makers of Lestoil, which spent an 
estimated $800,000 in spot tv in 1956, is willing to furnish 
films, slides or scripts to any distributor or dealer for use 
on television, but to date has had no inquiries for them, 
says advertising executive J. L. Barowsky. Adell makes a 
standard cooperative advertising allowance to all customers 
who furnish evidence of advertising Lestoil. 


Tv Moves People 

“Television is the basic force to move products to peo- 
ple and to move people to action,” says Norman E. Cash in 
the two Cellomatic presentations just held in Hollywood 
and San Francisco. Large audiences of west-coast adver- 
tiser and agency executives attended the showings, titled: 
“The Vision of Television—1957.” 
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Tampa - St. Petersburg 








Now 10th in retail sales per capita 


—as stated by U.S. Department of Commerce! 


Dominated by WTVT 


—ask your Katz representative for the latest ARB! 














NT NITE AIS SS ee 


SB GBith in Total Retail Sales 3B QP th in Food Store Sales BB st in Drug Store Sales 
(Up from 36th previous year) (Up from 44th previous year) (Up from 33rd previous year) 
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yi --- twin cities of the South 
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TAMPA - ST. PETERSBURG 















The WKY Television System, Inc. 
WKY and WKY-TV Oklahoma City 
WSFA-TV Montgomery 
Represented by the Katz Agency 
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33rd in General Merchandise Sales 2@ th in Automotive Sales <S Sth in Service Station Sales 
(Up from 37th previous year) (Up from 34th previous year) (Up from 39th previous year) 


(Source: Sales Management Survey of Buying Power, 1956 & 1957) 
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WE'RE OPENING THE DOOR 
TO SOUTHEAST FLORIDA'S 


$2,000.000,000 MARKET 


Wht tH Wt ar! 


TEN’S ON TOP — Right! On top of 1,453,800 people 
representing 581,520 families 


TEN’S ON TOP — Right! On top of more thon 3 1/2 million 
tourists who visit Southeast Florida and Miami every year 


more than 7§ per cent of whom view TY during their stay 


PUBLIC SERVICE 
TELEVISION 


WEST TV 





ABC NETWORK. REPRESENTED NATIONALLY BY H-R TELEVISION, INC 
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Business barometer 











The anticipated increase in network television billings in May materialized 
on schedule. The business gain for the month was very similar to that 
marked up in the same period for the last four years. 





The Business Barometer report shows that in May network billings were up 2.5 
per cent over those in April. 





Going back over Business Barometer records to compare this May gain with those 
in previous years reveals that in May 1954 the increase in network 
billings was 4.7 per cent. 





In 1955 May network business was up 3.3 per cent over totals in April. In 1956 
the gain was 4 per cent and this year, as pointed out above, it is 2.5 
per cent. 





While the 2.5 per cent gain is the smallest 
in the four-year period covered by 
the month-to-month Business 
Barometer reports, it is not a great 
deal less than the 3.3 per cent rarer 
gain in 1955 or the 4 per cent gain a 
in 1956. 








NETWORK BUSINESS 


Sept. Oct. Nev. Dee. Jan. 57 Feb. Mar April Mays 


The chart on this page shows the similarity 
of pattern network business has 
Shown in March, April and May each 
year. 





The difference in pattern of network 
billings appears to be most marked 
in the months of January and 
February. These two months have 
shown a slightly different trend in 
each of the three years charted. 








| 1954-55 


In 1955 there was a gain of 1.5 per cent in AS eee | | 
January but a drop of 1.7 per cent ee 1 25 
in February. | 20 





In 1956 there was a greater gain of 4 per [| as 
cent in January and a continuing 
gain of 2 per cent in February. 








But this year, 1957, there was a drop in both months. 4.8 per cent down in 
January, and 6 per cent off in February. 





It was this drop early in the year that brought network business totals this 
year and those last year closer together than they have been in past 
years. 





As can be noted on the chart the line representing early 1955 is some distance 
away from that representing early 1956, while that representing the 
first part of this year is very close to that representing last year. 


The TV AGE Business Barometer reports are based on information submitted by 
Stations of all sizes in all types of markets. 








This information is sent direct to Dun & Bradstreet. They compile percentage 
figures which are, in turn, furnished to the editors of TV AGE. The 
editors, and their advisors, prepare the bi-weekly Business Barometer 
reports. 





What will happen in the months to come is anybody's guess, but many observers 
believe that the headlong gains of years past are just about over in the 
network category. 





However, others point to the increased activity, particularly at ABC-TV, and 
predict gains in the future as big or bigger than those in the past. 
The Business Barometer charts will make this future course easy to 
follow. 


The report for local and spot billings for June will appear in the September 9 
issue of the magazine. 
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WEAA-TY 


proudly announces 
its full-time 
affiliation 


IN og oan, cor ere 





television network 


Effective September 2nd, there will be 

a “new look” in the rich Dallas-Fort Worth. 
television market! And that look will be to 
WFAA-TV—new basic outlet for all ABC-TV 
programming! A complete revamp in local 
programming, coupled with ABC-TV’s 
current big hits and sparkling new fall 

lineup, are destined to make WFAA-TV 


a greater buy than ever! 


“ 316,000 Watts Audio 
158,000 Watts Video 


- from atop Texas’ 


Channel 8 tallest tower. 
ABC A television service of 
Edward Petry & Co. The Dallas Morning News 


National Representatives 
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THE WAY IT HAPPENED 





Advertisers spend more for spot...... page 29 


There are two schools of westerns... .. page 95 


Spot at Mid-year 


What’s happened in spot during the 
last year? 

A comparison of the 1957 second- 
quarter spot report from the Televi- 
sion Bureau of Advertising with the 
Bureau’s report for the similar period 
of °56 indicates some trends in product 
groups and some consistencies in time- 
buying. 

Overall, advertisers spent more than 
$13 million more in the second quar- 
ter this year. But there were some 
major shifts in funds by product classi- 
fication. 

Car manufacturers spent $1.5 mil- 
lion less in the second quarter this 
year—$3,556,000 last year, compared 
with $1,926,000 this year. The plunge 
was in the advertising of the cars 
themselves, from $2.5 million to $1 
million. Advertising of anti-freeze was 
up to almost $2 million from $600,000 
a year ago. And tire-and-tube expend- 
itures were almost doubled to $400,- 
000. 

Dental products were also way off. 
A year ago, second quarter, advertisers 
spent $4,442,000 on 
mouthwashes and so on. This year, the 


toothpastes, 


second-quarter spending in dental 
products dipped to $1,806,000. 

Household appliances represented 
another category in the cutback. A 
year ago the figure was very close to 
$2.5 million. This year it was just over 
$1 million. 


ON THE CREDIT SIDE. Spending in 
clothing, furnishings and accessories, 
however, was upped by more than a 
million. The outlay this year reached 
close to $3.5 million. 

Confections and soft drinks jumped 
to $7.5 million, compared with less 
than $5.5 a year ago. 

Cosmetics and toiletries zoomed to 
more than $12.5 million for the sec- 
ond quarter of °57. This compared 


with $9.5 million a year ago. 

Food and grocery products hit $32 
million, close to $4 million more than 
a year ago. 

Tobacco products and supplies were 
u» from $7,371,000 to $8,694,000— 
and the cigarette men have just begun 
to fight. With Hit Parade not socko so 
far and both American Tobacco and 
R. J. Reynolds coming out with crush- 
proof packages now, competition and 
spending are almost certain to in- 
tensify in this category. 

Also, with Reader’s Digest citing 
Kent as the tarless smoke and Young 
& Rubicam throwing a heavy campaign 
behind the Kent filter, cigarette manu- 





Rate Changes 


Station data 
nounced by the three networks 


recently an- 


includes: 

ABC-TV—Rate increase for 
wsLs-Tv Roanoke from $675 per 
evening hour to $725 per evening 





hour. Rate increase for WICS-TV 
Springfield, Ill., from $150 per 
evening hour to $175 per eve- 
ning hour. wosM-Tv Duluth-Su- 
perior has been added to the 
ABC-TV network with a rate of 
$450 per evening hour. 

CBS-TV—Rate increase for 
wpBJ-TV Roanoke from $600 per 
evening hour to $675 per evening 
hour. Rate increase for KFRE-TV 
Fresno from $550 per evening 
hour to $600 per evening hour. 
Rate increase for WNBF-TV Bing- 
hamton from $700 per evening 
hour to $775 per evening hour. 
WMBD-TV Peoria has become an 
affiliate of CBS-TV. Its base rate 
is $450 per hour. 

NBC-TV — weoy-tv Clarks- 
burg, W. Va., will be a primary 
optional affiliate of NBC-TV. Its 


evening hour rate is $200. 











facturers may hustle off the mild “to- 
getherness” copy lines for some hard 
sell on clean smoke. 

TvB estimates total expenditures for 
the second quarter of 1957 at $118,- 
870,000, with 320 stations reporting. 


TEN-PER-CENT GAIN. Norman B. 
Cash, TvB president says that “an 
analysis of 279 stations reporting, com- 
mon to both periods (second quarter 
56 and °57), shows a 10-per-cent in- 
crease in gross dollars for the current 
period.” 

He points out that tv-expenditure 
estimates are computed at the gross 
one-time rate. “Many advertisers,” he 
says, “are taking advantage of plan 
discount buys available on most sta- 
tions, and increasing popularity of 
‘plan buying’ has given the advertiser 
greater frequency and at the same time 
has enabled him to enjoy larger dis- 
counts.” 

In the time they buy, advertisers 
were consistent. Daytime buys dipped 
by one per cent, still accounting for a 
third of the total expenditure. Night- 
time went up about a percentage point, 
to 56.5 per cent. Late night varied only 
a tenth of a per cent, holding at 9.8 
per cent. 

Announcements accounted for 44.9 
per cent of the spot buys, up from the 
second quarter of °56 by only four- 
tenths of a per cent. 

Participations increased a couple of 
percentage points to 25.6 per cent. 
Program buys were down slightly to 
19.2 per cent. 

New to the list of top 100 spot 
spenders for the first time were Scott 
Paper, Tidewater Associated Oil, Oak- 
ite Products, Bymart-Tintair, Inter- 
state Bakeries, Wilson & Co. and 
Helene Curtis Industries. 

Big increases in spending over a 
year ago were noted among Continen- 
tal Baking, Lever Bros., Jos. E. Schlitz 
Brewing, Quaker Oats, Phillips Pe- 
troleum, P. Lorillard, American To- 
bacco, Anheuser-Busch and American 


(Continued on page 95) 
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Newsfront 





Television’s top formula—crime detection— 
gets a powerful new twist in 


“DECOY” 


the all new, action-packed series 

that reveals, for the first time, the thrilling 
adventures of New York’s women police . . . 

in uniform and in fascinating disguise 

—from rags to rubies. . . as they fight the vice 
and crime that threaten America’s biggest city. 
Based on actual cases . . . filmed on the 

streets of New York for authentic realism! 


starring 


BEVERLY 
GARLAND 


Hollywood and television’s fast rising star, 
soon to be seen opposite Frank Sinatra in 
“The Joker is Wild”! 


produced by the makers of 


The Big Story 
T-Men in Action 
The Man Behind 

the Badge 


famous for top sponsor results . . 
highest production standards. 


call the man from: 


OFFICIAL FILMS ww. 


25 West 45th Street ¢ New York 36, New York 
PLaza 7-0100 


REPRESENTATIVES IN: Beverly Hills, 
Chicago, Dallas, San Francisco, 
St. Louis. Boston, Atlanta, Philadelphia 
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Chicago ; 

Cleveland . 

rlatieae 

Los Angeles . 

New York . 

Philadelphia 

Phoenix . 

Pittsburgh ... .KDKA-TV 
San feencisco. .. .. KPIX 


$600,000 SOLD IN 
FIRST TWO WEEKS! 
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NM “HIGHEST-RATED” of 4 Phoenix Stations! 





; J “HIGHEST-RATED” Independent in U. S.! 
hy 





@ In the Phoenix ARB for June, KPHO-TV ranks first in 149 


and ties for first in 3 of the 346 quarter-hour time periods 
during which it is on the air with competition. 


a 
PM ik cc hae, ¥ 0 
olen 


@ KPHO-TV's share of audience during its time periods on 


the air from sign-on to sign-off is 31.0%. 


a a 


PP i ahi MH 
By 








WHEN —svracuse— 
WOW —omaHa— 


WHEN-TV 


WOW-TV 
KCMO —kansas city— KCMO-TV 


* Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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Syndication 


hits comeback 


trail 


Film series again find good market for both first-run, rerun rights 


sa" a syndicator and you'll find an optim- 
ist. Dig deeper and you'll uncover—for the 
upcoming 1957-58 telecasting season—a solid 
gold foundation for that optimism. 

For today’s syndicator is a substantial and 
hardy man of business who in the last twelve 
months has come through a lot: the feature film 
flood, an oversupply of film packages, ever-in- 
creasing production and distribution costs, price 
cutting, overworked reruns, a sharp slow-down 
of new stations, a tightening of advertiser’s money 
belts and the general economy decline. And as a 
result of this past year of trial and turbulence, the 
syndicator has emerged to become better and, 


from testimony given exclusively to TELEVISION 
AGE, bigger than ever. 

Says John L. Sinn, president, Ziv Television 
Programs, Inc.: “The outlook for Ziv for 1957- 
58 is the brightest in its history, with production 
$14.5 


humming on a million 


budget. . . . 


record-high 

Says Leslie T. Harris, vice president and gen- 
eral manager of CBS Television Film Sales, Inc.: 
“T would like to say that our 1957 business will 
be at least 20 per 1956 


” 


cent over our 
business. . . . 
Says Robert H. Reid, manager, television 


division, International News Service: ““The 1957- 
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“Future... based on advertiser needs and audience desires.” 
George T. Shupert, president, ABC Film Syndication 


‘ 





58 outlook looks to be an unusually 
INS clients will 
have available important dispatches 


successful one .. . 


. . . in 30 countries on both sides of 
the iron Curtain. ... ” 

Says George T. Shupert, president 
of ABC Film Syndication, Inc: “... 
the upcoming season ABC Film Syn- 
dication will offer to advertisers the 
largest number of new shows that this 
company has ever offered in a single 
. . Within a week after re- 
leasing the program 26 Men, we had 


season. . 


received over $500,000 in orders and 
a few weeks later topped the million 
ae 

Says Ely A. Landau, president of 
National Telefilm Associates, Inc.: 
“The outlook . . . is one of uninter- 
rupted expansion and growth. . .. For 
the nine months ended April 30, 1957 
contracts written totaled $13.3  mil- 
lion, a gain of 247 per cent....” 

Says Robert D. Levitt, president 
of California National Productions: 
“Looking forward to the 1957-58 sea- 
son, (CNP) is investing millions in 
the healthy growing future of the syn- 
dication industry. .. . ” 

These expressions of hope for the 
upcoming season are especially sig- 
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‘.. will concentrate on the smaller markets.” 
E. H. Ezzes, vice president, C & C Television Corp. 


nificant because they are based not so 
much on the inherent optimism of the 
syndicators as on their recently in- 
herited confidence—a confidence that 
came only after they say they were 
able to get off the floor and stay in 
the fight, with a better than even 
chance of winning. 


Last Season Tough 


As much of most film men are re- 
luctant to admit it, even ex post facto, 
the 1956-57 season found several syn- 
dicators on the floor. Some for a short 
count, others for a long count and 
even a few, for the full count. How- 
ever, the realistic syndicator, realizing 
that candor is the better part of dis- 
cretion, acknowledges that he was in a 
tough fight last season. That, for in- 
stance, feature films did, at least, give 
syndication some short stunning jabs 
and that rising costs did continue to 
hammer away at the company’s solar 
plexus, i.e., net profit. 

In facing the prospects for the com- 
ing season, the syndicator is aware 
that feature films and rising costs will 
still be present and have to be ac- 
counted for. He also knows that other 
threats loom: toll tv, barter, unused 








“...no longer...cosmic explosion in the brain trust.” 
Robert D. Levitt, president, California National Prods. 


. pilots, re-runs, increased competition 


for the lucrative foreign market, scarc- 
ity of production and sales talent and 
advertisers, especially the regional and 
national advertisers who are a must 
for a syndicated series. 

The big question, therefore, for 
1957-58, is: Will today’s syndicator 
be ready to defend against these 
dangers—with his guard up and with 
some offensive tactics of his own? 

In order to find out his condition 
and what the syndicator has in his 
glove for the new season, TELEVISION 
AGE asked for comments on the out- 
look and plans for the coming year. 
Following are profiles for the imme- 
diate future of syndication firms, pre- 
sented in alphabetical order. 

ABC Film Syndication, Inc. “We are 
pleased to report that during the up- 
coming season ABC Film Syndication 
will offer to advertisers the largest 
number of new shows that this com- 
pany has ever offered in a single sea- 
son,” commented the firm’s chief ex- 
ecutive, George Shupert. 

“Our new programs,” he continued, 
“are the product of a program market- 
ing concept which we initiated about 
two years ago. We had noted then, 

















“...new ideas... being offered every day.” 
Leslie T. Harris, vice president, CBS Television Film Sales 


“..-color will make tremendous strides.” 
R. R. Kaufman, president, Guild Films Co. 


*..an additional $12-$15 million in sales.” 
Charles C. Barry, vice president, MGM-TV 


and subsequently, that many program- 
ming failures were due to the lack of 
marketability rather than to the qual- 
ity of the programs and concluded that 
our future offerings would be based 
upon advertiser needs and audience 
desires to be determined through ex- 
haustive studies. (We were happy to 
learn a few weeks ago that some of our 
competitors are also beginning to give 
serious thought to market conditions 
before producing new shows. ) 

“Our marketing project requires the 
cooperative efforts of our sales, re- 
search and promotion departments, 
each of which has an important, spe- 
fic assignment. Key men in sales regu- 
larly conduct ‘depth’ interviews with 
hundreds of advertisers and top agency 
men on the type of programming ad- 
vertisers want. Simultaneously, our re- 
search and promotion people thor- 
oughly survey audience tastes. The 
results of our first series of studies 
prompted our acquisition of the prop- 
erties we are offering this year.” 

ABC Film has two new shows: 26 
Men, an adult western, and Exclusive, 
a dramatic adventure. 26 Men is out 
on the market, billings to date having 
topped the million mark. The company 


anticipates a near sell-out by the time 
the show debuts in mid-October. There 
are 13 episodes of Exclusive already 
made, and the company is currently 
negotiating with two or three adver- 
tisers for network or national spot pur- 
chase. Also on the firm’s agenda are 
a western adventure, another adven- 
ture involving a branch of the U. S. 
Government, an action-mystery show 
and a series described as a mystic 
supernatural. 

Mr. Shupert concluded his state- 
ment with an explanation of another 
project. “We are initiating a produc- 
tion study to show us how we might 
cut costs without sacrificing quality. 
In the past few years production costs 
have mounted steadily. We think that 
unless these costs are checked, many 
tv film producers and distributors 
might find themselves in the position 
of pricing themselves beyond advertis- 
ing efficiency. ABC Film Syndication 
will not be one of these unfortunates.” 


Added Half-Hour Series 


Atlantic Television Corp. The com- 
pany has added its first half-hour series 
entitled Uncommon Valor, the Story of 
the Fighting Marines. There are 26 





episodes in the series which was dis- 
tributed formerly by RKO General 
Teleradio in 39 markets. Atlantic also 
has acquired 13 new feature films 
which it is selling as a group called 
10th Anniversary Package. 

David A. Bader, «ice. president, 
made the following sta.ement concern- 
ing the coming season: “The highly 
competitive situation in the industry 
during the past year has put the buyer 
in the driver’s seat. And, too, the big 
Hollywood feature packages crowded 
out the small packages. But, optimis- 
tically, the small packages are coming 
back because the ‘astute station man- 
agers want diversified programming 
and are always looking for quality no 
matter the size of the company selling 
the films.” 

C & C Television Corp. “This past 
year has been a great one for C & C,” 
said E. H Ezzes, vice president and 
general manager. “We have sold the 
RKO feature film library to virtually 
the entire top 100 markets. This com- 
ing year will see us concentrate on the 
smaller markets. Our merchandising 
and promotion program is geared to 
aid every station acquiring the pack- 
age with personal attention.” 
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“,.. sales...on reputation of the company and talent.” 
Harold L. Hackett, president, Official Films 


“...@ tougher market for syndicated shows.’ 


Walter Schwimmer, president, Walter Schwimmer Productions 


California National Productions 
(NBC Television Films). Robert D. 
Levitt, president, issued the statement 
on the CNP subsidiary, NBC Televi- 


sion films. “Television film execu- 


tives,” he stated, “like twentieth cen- 
tury astrophysicists, alternate between 
two theories of creation: the instan- 
taneous and the continuous; the big 
cosmic ‘bang’ billions of years ago 
versus the perpetual build-up of 
planets, galaxies and systems. The en- 
tire controversy over creation has little 
day-to-day concern for us insofar as 
astrophysics is concerned. But when 
it comes to the television film business, 
that’s another matter. 

“The creation of a television film 
series can no longer be trusted to a 
sudden cosmic explosion in the brain 
trust. It must be a process of continu- 
ous planning, development and _ pro- 
duction. California National Produc- 
tions, looking forward to the 1957-58 
season, is investing millions in the 
healthy growing future of the syndi- 
cation industry. We intend to produce 
a continuous supply of prime programs 
for non-network advertisers, with one 
series always ready in the can while 
another series is being made available 


36 August 26, 1957, Television Age 


> 


for sale. 

“With the start of production of 
The Silent Service earlier this year, 
CNP was convinced the syndicator 
must know what the viewing public, 
stations and advertisers want, and then 
be prepared to back that knowledge to 
the hilt with full production schedules 
before putting prototype prints in its 
salesman’s attache cases. Instead of 
giving off sporadic stellar flashes at 
the prospect of a particular sale to a 
particular client, CNP will try for a 
steady light with sustained production 
of prime programs, testing rigidly to 
assure constant optimum quality. And 
only after the needs of local and re- 
gional advertisers have been met will 
CNP make any series available to a 
national advertiser or network. 


Continuous Creation 


“Whether the astrophysicists take a 
fancy to concepts of instantaneous or 
continuous creation in the next season 
or in coming years, CNP is committed 
to this philosophy: universes may or 
may not grow up from atoms, but 
creative programming for successful 
sales must be a continuous process.” 

The company has a series called 





“...@ greater volume of business activity.” 
Ely A. Landau, president, National Telefilm Associates 











Boots and Saddles, the story of the 
5th Cavalry, in production and also 
in the hands of NBC Television Films 
salesmen. At the same time, another 
series, Union Pacific, is being shot in 
Hollywood and .is being withheld, in 
line with the company’s continuous 
process policy, until a later date to be 
determined by the needs of the market. 

CBS Television Film Sales, Inc. Vice 
president and general manager, Leslie 
T. Harris advised TELEVISION AGE: “At 
present, we do not contemplate any 
changes or additions in personnel. We 
recently added two men in sales and 
that department is now up to field 
strength. As to new developments in 
merchandising and promotion, let me 
say that while we are constantly look- 
ing for new ways to aid our sales de- 
partment and our clients and are al- 
ways anxious to try something differ- 
ent, if it appears to be an improvement 
over established practice, we have no 
broad plan which will bring major 
changes in those areas. 

“I would like to say, however, that 
our 1957 business will be at least 20 
percent over our 1956 business, and 
our 1956 business was approximately 
20 percent better than our 1955 busi- 

















“Producers must be seekers...search for new areas...’ 
Ralph M. Cohn, vice president, Screen Gems 





“.. substantially expanding all of our activities...” 


John L. Sinn, president, Ziv Television Programs 


ness. Our programs are finding wide 
acceptance among stations and adver- 
tisers throughout the country. You ask 
what we will have new in the 1957-58 
season and I can only answer that we 
will have new business. There is no 
blueprint for the future. The picture 
is constantly changing, new ideas for 
programming and promotion are being 
offered every day. Which of these ideas 
will be accepted today or tomorrow is 
impossible to determine. And as long 
as our team keeps winning, I don’t 
think we will juggle the line-up.” 


Four New Programs 


Four new programs listed by CBS 
Television Film Sales are: Assignment 
Foreign Legion, 26 episodes produced 
in England, with no decision as yet as 
to whether this adventure series will 
go into syndication or be held for net- 
work sale. The Gray Ghost, with one 
pilot ready this series on the Con- 
federate ranger, Major Mosby, has 
been sold in about 60 markets to date, 
will be going into immediate produc- 
tion on 38 additional episodes. Fire 
Fighters, one pilot ready on stories 
about the New York City Fire Depart- 
ment, for either network or first-run 


syndication. The Diplomat, based on 
activities of Foreign Service division 
of the State Department, to be pro- 
duced in the fall. 

Guild Films Co., Inc. “Guild Films 
looks forward with confidence to the 
coming year in television,” stated R. R. 
Kaufman, president. The company ex- 
ecutive then goes on to comment on 
some of the factors he considers im- 
portant to his organization as well as 
to the entire industry. 

“We believe color telecasting will 
make tremendous strides during the 
coming year and, in addition, we look 
forward to residual revenues from 
color in coming years from markets 
that are still exclusively black and 
white. 

“As to the half-hour show, we con- 
sider it will remain the staple of tele- 
vision programming. The half-hour 
program still appears to be the best 
buy for a sponsor because it gives him 
an opportunity to attain program- 
product identification within his ad- 
vertising budget. 

“As everyone knows, the year 1956 
was a poor year for film producers. 
Many sponsors figured it was safer to 
stick to something old instead of the 
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“Undoubtedly. 1957-58 will set a new record...” 


Milton A. Gordon, president, Television Programs of America 


new and better. But the 1957 season 
saw a turn of the tide, or, may I say, 
a turn of the dial. The public wanted 
new, good programs. So, the same 
sponsors shed their fears in 1957. As 
a consequence, the outlook appears to 
be bright and cheerful for the film 
producers and distributors. And 1958 
will see the trend continued.” 

Guild has four new shows slated for 
production. The Michaels in Africa, 
adventure series being filmed on loca- 
tion. Light of the World, dramatiza- 
tions of Old Testament tales based on 
radio program of the same name. 
Sabotage, adventures of British Intelli- 
gence to be made in England. The 
fourth is an adventure series to be 
produced in the Far East. 

International News Service. Robert 
H. Reid, manager, television division, 
INS, had this to say about his com- 
pany’s immediate future plans and 
outlook. “The 1957-58 season looks to 
be an unusually successful one for 
INS. Our wire clients in the U. S., 
Latin America and Canada are now 
receiving for the first time exclusive 
dispatches of free Germany’s leading 
news agency, Deutsche Presse-Agentur 


(Continued on page 84) 
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production is big 


business 


Commercial 


Spot film makers finding expanding market but competition remains intense 


akers of filmed commercials are 
M looking forward to an expan- 
sive and exciting—though keenly com- 
petitive—year. Another season of 
increased business is in store, replies 
to a TV AGE survey show, although 
most producers seem to agree that 
the boom days are over. 

The commercial industry seems to 
have reached the level of maturity 
where it is tied to the normal stresses 
and strains of any established busi- 
ness. In this case the stresses stem 
from increased demands for memor- 
able commercials that will sell. And 
the strains are due to what will 
probably be the roughest locking of 
horns for business that producers 
have yet seen. 

If increased facilities are a measure 
of expansion, commercial film makers 
are preparing for a big year. Con- 
struction of new buildings is under- 
way. Many producers are enlarging 
existing studio space, adding to their 
creative staffs and buying new equip- 
ment. All this activity is designed to 
offer specialized service to clients, 
holding out the promise of continual 
development of fresh techniques. 

One of the developments that will 
be watched closely this year is the 
rivalry between Hollywood and New 
York, or East vs. West. With the 
entry of such movie majors as War- 
ners, 20th Century-Fox and MGM into 


commercial production, the geograph- 


ical battle for the filmed pitch busi- 
ness will be joined on a large scale 
for the first time. These companies 
will add their weight to Universal, 
which has been making commercials 
for 10 years and certainly is ranked 
as a pioneer in the field. (Columbia 
gave up this type of production a year 
and a half ago, offering it now only 
as a service to sponsors of its na- 
tional and syndicated shows.) 


Hollywood Beckoning 


Hollywood producers are holding 
out the lure of vast facilities and 
solid experience in the making of 
motion picture film. They feel that 
these advantages guarantee a superior 
product in sight and sound all year 
long. New York film makers, on the 
other hand, feel that their proximity 
to the advertising agencies and their 
clients and the experience gained in 
the specialized art of producing com- 
mercials in Gotham will enable them 
to maintain their present position. 

One west coast survey reports that 
Hollywood producers will account for 
90 per cent of commercial production 
in the near future. One of the “ma- 
jors” contacted conceded that this was 
a great exaggeration, but there seems 
little doubt that some inroads into 
New York’s volume will be made. 

Certain eastern producers admit 
that the present New York-Hollywood 
ratio of 75-25 per cent will be read- 


justed in favor of the latter city. But 
they estimate that the ratio “won’t 
even drop to 50-50.” Moreover, the 
east coast film makers are confident 
that this readjustment is merely a 
temporary one and that the present 
balance will be restored in a year. 
Charges have been made that certain 
price and glamour inducements have 
been made in order to send business 
west. 

Agency buyers of film do not seem 
to be interested particularly in the 
east-west battle. The real agency con- 
cern is getting the best job done at 
the most reasonable price. The height- 
ened competition should serve to 
sharpen the production wits of all 
commercial firms, no matter where 
they are located. 

This year there seems to be just 
as much interest in animation as there 
has been in the past but with some 
modifications. Judging from replies, 
the current technique is to integrate 
some live action (such as picture of 
product) with animation. Also there 
is much discussion over unconven- 
tional and attention-getting devices in 
animation. One comment from a pro- 
ducer who does both animation and 
live is that the choice of technique 
depends on the product and what 
method shows it up to the best ad- 
vantage. 

As for color, comments range from 
“increased production” and the “year 














color comes of age” to “very limited 
production.” 

One very noticeable development 
among commercial film makers is 
diversification and entry into other 
fields of film making. Some of the 
areas mentioned are entertainment, 
public relations, business and indus- 
trial films. Aware of lower net profits, 
producers feel that many advertisers 
will turn to public relations films, be- 
cause of their versatility, and in order 
to increase the stature of the company 
in the consumer’s mind. 

The prediction of increased busi- 
ness for commercial film production 
for the next year was expressed by 
almost every one of the 27 producers 
who replied to the TV AGE survey. 
“Business is good and we're expand- 
ing facilities and services” was the 
theme of many of the replies. An 
increase in the use of filmed programs 
on the networks and greater employ- 
ment of participating sponsorships 
will probably necessitate more filmed 
commercials. 

Fred A. Niles Productions, Inc., 
Chicago, anticipates “an even greater 
sales volume” for 1957-58, although 
it admits that stiffer competition and 
rising costs will be weighty factors. 


Mr. Niles says: 
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...more interest in unusual approaches...” 
Shamus Culhane, president, Shamus Culhane Prods. 


“The bloom is off the advertising 
dollar. With the tight money policy 
and available capital going into in- 
dustrial expansion programs, the ad- 
vertising dollar has to work harder.” 

“Film producers are no _ longer 
being classified as specialists in this 
one field. The film producer must be 
expert in advertising, merchandising, 
distribution, packaging, sales training, 
dealer meetings, live tv—and a myriad 
of other businesses heretofore consid- 
ered to be out of his province,” Mr. 
Niles declares. 


“Outside” Services 

He goes on to say that as a result 
of a change in agency affairs, the film 
producer is called in to provide many 
“outside” services. 

“Therefore (our) company has 
realigned its policies and areas of op- 
eration. We are concentrating on the 
daytime television market. We are 
employing new and different selling 
techniques as a direct result of the 
change in the television-programming 
patterns.” 

The Niles company plans to use 
more motivation research in helping 
to guide the production of commer- 
cials. Mr. Niles comments that with 


the period of “harder sell. . ., more 


companies are reactivating their sales 
training departments.” His company 
intends to develop this business and, 
in addition, concentrate on industrial 
or public relations films. In addition 
to its Chicago and Hollywood facil- 
ities, Niles has 
York office. 


One of the major motion picture 


established a New 


companies that pioneered in commer- 
cials is Universal Pictures Co. Its tv 
department is looking forward to a 
record year. From January 1 through 
July 31, 575 minutes of commercials 
have been produced. 

Norman E. Gluck, in charge of tele- 
vision sales for Universal, reports that 
“1957 has been a banner year in the 
spot commercial field. The ever- 
increasing demand for filmed adver- 
tising material has resulted in busy 
schedules for the existing production 
companies and has excited the in- 
terests of many new studios. On the 
west coast, where U-I Tv has been 
producing commercials and _indus- 
trials for the past 10 years, two other 
major film studios have recently en- 
tered the commercial field, another 
indication of the vital position major 
motion picture production has 
assumed in television. 

“In line with this general growth, 


*.. bloom is off ad dollar.” 


Fred A. Niles, president, Fred A. Niles Prods. 


*‘..will create more memorable commercials.” 
William Miesegaes, president, Transfilm 
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Universal, enjoying its greatest pro- 
sperity ever in the producion of 
television commercials and industrials, 
has continued to expand its facilities 
and personnel while training its tech- 
nical people in the particular skills 
required for commercials.” 

Mr. Gluck states that, “Experiment- 
ation, imagination and research have, 
of necessity, become the by-words of 
the commercial business.” 

“Tt is a growing market, with more 
participating sponsorships and greater 
emphasis on the wide area spot cam- 
paigns. More film than ever is needed. 
Yet standards are higher than ever. 
Even the general public can recognize 
the difference between good film and 
poor film. Agencies and advertisers 
want, and deserve, nothing but the 
best and this means custom handling 
of each individual job regardless of 
size.” 

As it celebrates its 10th year in 
commercial tv production, Universal 
credits George Bole, in charge of tv 


production, for much of its progress. 

At UPA Pictures, Inc., New York, 
the “outlook for the 1957-58 season 
is one of growth and diversification.” 
C. D. McCormick, vice president, in- 
dicates that the company will expand 
in other directions. 








“New York will overcome Hollywood threat.” 





“Whereas we have an outstanding 
record in all phases of animation, pro- 
duction, entertainment, tv program- 
ming, tv spots, industrial and slide 
films, most of our activity during the 
past few years has been in the tv field. 

“Through a constantly expanding 
sales staff at offices in New York, 
Burbank and Chicago, we intend to 
aggressively divert our talent and 
production facilities to all phases of 
film making. One of our aims during 
this period is to develop new ap- 
proaches to live-action techniques, 
and the integration of live action with 
animation in industrial and training 
films as well as television.” 


Ready for Diversification 


Mr. McCormick adds that UPA’s 
“facilities—fully equipped animation 
studios in New York and Burbank 
and the probable acquisition of live- 
action facilities—will prepare us for 
the diversification so important to 
us.” 

Amidst the talk of stiff competition 
and rising costs, what is the outlook 
for a new independent company ? 

According to Robert H. Klaeger, 
veteran film executive and president 
of the newly organized Klaeger Film 
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Productions, Inc., New York, “our 


& 


“... confidence in potential of expanding industry... 


Nathan Zucker, president, Dynamic Films 


Robe:i Lawrence, president, Robert Lawrence Prods. 


prospects are excellent.” Mr. Klaeger 
founded his firm with creative and 
technical people experienced in the 
art of commercial production. He be- 
lieves the coming year will be “highly 
competitive,” but that there will be 
“more business.” His company is pre- 
pared to offer both animation and 
live action. And, Mr Klaeger points 
out, “the choice depends upon the pro- 
duct.” 

As for the tussle between New York 
and Hollywood, Mr. Klaeger feels 
that there has been a gain in com- 
mercial production in New York every 
year since it started and that this in- 
crease will continue unabated. 

Among Mr. Klaeger’s clients are 
many of the top tv users. 

Caravel Films, Inc., New York, 
feels its outlook for the coming sea- 
son is “excellent.” A spokesman for 
the company states: “Our volume of 
business last year showed a 25-per- 
cent jump over the preceding year. For 
a variety of reasons we expect an 
even greater increase during the up- 
coming season. 

“The need for filmed tv commer- 
cials will continue to increase because 
of the greater number of alternating 
and participating sponsors demanding 
a wider variety and number of com- 
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“.. increase in color production...” 


Adrian Woolery, president, Playhouse Pictures 
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mercials. We will announce within the 
next four to eight weeks the opening 
of a new, specially designed and con- 
structed motion-picture production 
plant in midtown New York. This 
great new facility, to be completed by 
the end of this month, will be the 
most modern and efficient in the city 
and will mean straight-line produc- 
tion of tv spots of high quality at 
appreciable economies. 


In Business 37 years 


“Caravel has been making films for 
industry and government for 37 years 
and _ television commercials — since 
1939.” The company estimates that 
television film will continue to show 
tremendous growth. 

At least one company frankly stated 
that its prospects for the coming sea- 
son indicate less tv film work. Acad- 
emy Film Productions, Inc., Chicago, 
subheads its stationery “Films for 
Television,” yet, Bernard Howard, 
president and executive producer, 
says: “While we have recently ac- 
quired a new Mitchell camera and a 
Mole-Richardson mike boom to ex- 
pand our service to our clients and to 
produce better films, we find that the 
coming year will mean less tv films 
and more industrial productions.” 


“The cause of this is that as a ‘small’ 
studio we cater generally to the local 
and regional advertiser rather than 
the national. On the local scene very 
few film commercials are used. Live 
pitches are generally the custom. 
Then, the cost of regional as well as 
local spots is becoming so high that 
most of the smaller advertisers are 
budgeting their limited funds else- 
where—into other media—broadcast 
or otherwise.” 

Mr. Howard says that he is “not at 
all optimistic about an increase in tv 
commercial film production.” But as 
a result of Academy’s industrial pro- 
duction (business and educational 
films), Mr. Howard predicts his firm 
will have its biggest year in 1957-58. 

He states that his company is plan- 
ing to produce a series of 5-minute 
tv films for national syndication. 

Another company that plans to di- 
versify its production toward pro- 
gramming is Tv Spots, Inc., Los 
Angeles and New York. Anthony G. 
Baker, head of the New York office, 
reports: “Economic trends indicate a 
continued dollar squeeze, with higher 
costs, tighter credit. This means pres- 
sure in manufacturer balance sheets. 
Television, as a prime mover of goods, 
seems headed for a banner year. The 











Norman E. Gluck, Universal Pictures Tv Sales 


“Expansion will be continued...” 
Judd L. Pollock, president, MPO Television Films 


medium should get a larger share of 
the ad dollar, and some industries. 
like automobiles, will likely spend 
considerable more ad dollars this 
year.” 

Mr. Baker continues: “To us, as 
producers, the market has indicated 
longer slow periods and busier peak 
periods, reflecting extra care at the 
campaign planning state. Our own 
answer to the cost problems created 
by the increasingly cyclical nature of 
commercial production has been to 
diversify. We have gone quite heavily 
into program production, with our 
Crusader Rabbit series and others; 
program property investment, and en- 
tertainment and industrial work.” 


Culhane in Chicago 


Further talk of diversification in 
production comes from Shamus Cul- 
hane Productions, Inc., New York. 
The firm recently opened a Chicago 
office, headed by Dun Roman. And as 
far as commercial production is con- 
cerned the company is doing well. 
According to Shamus Culhane, presi- 
dent, “production of spots has risen 
a very healthy 18 per cent in the last 
half year.” 

However, plans for the immediate 


(Continued on page 96) 


** ..I see increase in use of film.” 


Robert H. Klaeger, president, Klaeger Film Prods. 


“Enjoying our greatest prosperity ever...” 
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olding the human figure is yearly 

becoming a more and more im- 
portant industry. This is the heyday of 
the reducing salon, the Turkish bath 
and the business man’s gymnasium. 
Purveyors of pills and potions to help 
in taking it off or putting it on are 
building weight control into a multi- 
million-dollar business. 

Like almost every other modern 
industry with a selling job to do, 
weight control services, whether their 
method is through exercise, massage, 
or taken orally, have found that tele- 
vision is the quickest and surest means 
of selling their products economically. 

Control of body weight is a com- 
paratively modern business. At the 
turn of the century the well-rounded 
torso was in vogue. Even in grand- 
father’s youth buxom chorines were 
more popular than skinnier models 
and the middle-aged spread was a 
necessary part of the picture of the 
successful business man or the pros- 
perous society matron. 

But in the °20s the popularity of 
the padded figure began to wane and 
in the years since, slimmer clothing, 
scanty bathing suits and advice from 
the family doctor have all added their 
bit to the fatty’s downfall. 

Achieving a sylphlike figure has not 
always been easy, particularly in the 
prosperous days since World War II. 
Most people have made more money 


and, as a consequence, found dieting 
no longer an economic necessity, even 
on the lower payroll levels. 

That is where the exercisers, the 
massagers and reducing-remedy makers 
have stepped into the picture. Today 
there are around 3,000 Turkish bath 
and massage parlors in the United 
States. There are another 2,000 gym- 
nasiums open to the public and to date 
the Department of Commerce has not 
attempted an accurate census on the 
number of reducing salons. 


Bulge Removers 


Exercisers and massagers are avail- 
able for those who want to take off 
bulges in the wrong places, while there 
are a number of reputable compounds 
available for those who prefer to take 
off or put on weight with their help. 

While there have been weight con- 
trol salons for years it has been only 
a short period since the business has 
become an important advertiser in any 
medium. Today, spurred by the suc- 
cess of pioneer users of television, it 
is rapidly increasing its use of tv. Pic- 
tures of customers, shown before and 
after using weight controllers, have 
had great customer impact. 

Below, in alphabetical sequence, are 
a number of weight control advertisers 
who have found television effective in 
selling their products: 

e Charles Antell distributes Sando 


Weight control 












Reducing Kit and Slim Magic and uses 
television to promote their sale. Last 
year Antell spent around $35,000 in 
spot tv promoting its Sando kit and 
nearly $200,000 on Slim Magic. 

e Ayds Reducing Candy, usually a 
magazine and newspaper advertiser, is 
trying spot television in a few markets 
with some success. On WLw-T Cincin- 
nati the candy firm buys two spots 
a week on the Ruth Lyons’ 50-50 
Club. H. W. Castor and sons handles 
the advertising. Last year the company 
spent $85,000 in network tv, $140,000 
in newspapers and $130,000 in maga- 
zines and newspaper supplements. 

e The Paul F. Beich Co., of Bloom- 
ington, IIl., introduced the Slim-Vims 
Reducing Plan to Springfield with a 
six weeks saturation spot campaign on 
wics Springfield with such success that 
at the end of the campaign the com- 
pany signed for alternate week spon- 
sorship of the Guild Films syndication 
Captain David Grief (7:30-8 p.m., 
Tues.) on the station. Average budget 
is $150 per week. Commercials are live 
and are handled by a wics women’s 
personality. 

At the close of the original spot 
campaign many of the Slim-Vim deal- 
ers had reordered and the product was 
introduced into additional department 
and drug stores in the area. The Biddle 
Agency handles the account with L. 
Lee Farris, vice president, acting as 


The booming business 
of forming the human figure 
is growing even bigger 


through television 
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account executive. 

e The Fleetwood Co., of Chicago, 
makers of Wate-On, uses television 
to popularize their product. Last year 
Fleetwood spent an estimated $27,910 
in television and is expected to spend 
more this year. 

The company buys 10 one-minute 
announcements per week on KHJ-TV 
Los Angeles with five scheduled before 
and five after 5:30 p. m. Price of the 
campaign on KHJ-TV is approximately 
$675 a week. Campaign is handled by 
O’Neil, Larson & McMahon Adv., of 
Chicago. 

Other Wate-On campaigns are cur- 
rently running on WBKB Chicago, 
WTTV Bloomington, CKLW-Tv Detroit, 
KMTV Omaha, KVOs-Tv Bellingham and 
WITI-TV Milwaukee. 

Fleetwood also advertises their Lar- 
sen’s Swedish milk diet on television. 
Campaigns are running on the same 
group of stations listed above. 

e Lo-Calory Food Co. last year 
used nearly $200,000 in television to 
advertise its Niron Weight Additive. 
It was the only form of advertising 
used. Currently Niron is being adver- 
tised on wWATv New York in an inten- 
sive campaign which calls for both 
daytime and night participations and 
announcements. 

e Niagara Manufacturing and Dis- 
tributing Corp., makers of massage 
equipment, are regular users of tv to 









sell their product. Last year their total 
use of the medium was more than $20,- 
000. This year they are increasingly 
active and currently are using KTLA 
Los Angeles, KKTv Colorado Springs- 
Pueblo, wrvJ Miami, WEAR-TV Pensa- 
cola, KFBB-Tv Great Falls, wstv-Tv 
Steubenville, KDKA-TV Pittsburgh and 
KRLD-TV Dallas. 

e The Niblack Reducing System is 
using southwestern stations to sell its 
product. At present Niblack is buying 
participations on Mark Weaver and 
the News on Kwtv Oklahoma City and 
daytime announcements on WBAP-TV 
Ft. Worth. 

e Pharmaceuticals Inc., RDX Diet- 
ary Aids, are promoted most heavily 
on network television, having spent 
more than $1 million in that medium 
last year. Spot advertising for the 
product in 1956 came to $170,000. 
Only $60,000 was used in newspapers 
and newspaper supplements. 

This year RDX Dietary Aids have 
been active on WBZ-TV Boston, KMTV 
Omaha, watv New York, KYW-TV 
Cleveland and wspp-tv Toledo. It is 
expected that activity will be speeded 
up this fall. 


Slenderella on Tv 


e Slenderella Reducing Salons have 
been substantial television users for 
some time, spending an estimated 


$400,000 in the medium in 1956. Ad- 


a series of product group success stories 
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vertising is handled by Management 
Associates of Connecticut, with John 
P. Curran, timebuyer. An ID cam- 
paign is planned for fall. 

Mr. Curran told TELEVISION AGE: 
“I would anticipate little trouble in 
obtaining high-rated 10-second ID 
availabilities. The cost would be rea- 
sonable, and there would be a great 
deal of flexibility offered by these 
buys.” Mr. Curran has faith in spot 
tv efficiency. “I feel that this medium 
definitely offers the market we are 
interested in at a reasonable cost,” he 
says. “The only drawback being the 
proper method of 
livery.” 


commercial de- 


At present Slenderella is using two 
announcements per week on the Ruth 
Lyons’ 50-50 Club on wtiw-tT Cin- 
cinnati and has been sponsoring the 
half-hour Four Star Playhouse, alter- 
nate weeks (5-5:30 p. m., Sun.) on 
KRON-TV San Francisco. They are using 
KGO-Tv San Francisco, WBBM-TV and 
wnBQ Chicago, WBAL-TV Baltimore and 
KFJz-Tv Ft. Worth. 

e Stauffer System, with 250 salons 
throughout the country, are becoming 
increasingly important television ad- 
vertisers. Last year TvB reports the 
company spent around $25,000 on tele- 
vision spot commercials. This year 
they are buying time on an average of 
ten stations, but are expanding as more 


(Continued on page 92) 
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hen Joe Metzger emigrated to 

the United States in 1942, he 
brought with him a recipe for a food 
product of the Old World. Almost im- 
mediately he cast his fortune in the 
business turmoil of New York. With 
the help of marketing techniques more 
indigenous to the New World, Mr. 
Metzger has been making and selling 
yogurt—a nutritious, low-caloried, 
milk food—for 15 years in greater and 
greater quantities. 

Today, the Dannon Milk Products 
Co. is the leader in its field. In its 
first year in 1942 Dannon sold 200,000 
units of yogurt, and had six employees. 
In 1952 it turned to television to sell 
to the mass market. Result: by 1956, 
15 million containers were moved by 
a staff of almost 100. 

The history of the company has been 
one of gradual and successful growth. 
And even today, as it looks back on 
its achievements, the company has 
plans to enlarge distribution nation- 
ally, bringing promise of even better 
days. 

For the first 10 years, Dannon yogurt 
was sold mainly to special groups, 
chiefly in the New York metropolitan 
area. It was felt initially that there 
were three areas of potential custom- 
ers: people who were selective in 
their eating habits; Americans who 
had eaten yogurt in Europe, and the 
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European-born. 

Advertising plans were tailored from 
the very beginning by Dannon’s agency, 
the Zlowe Co., to reach these special 
consumer markets. At first radio adver- 
tising and then newspapers were used 
to tell the Dannon yogurt story. The 
chance Irwin Zlowe took on a pioneer 
company has paid handsome dividends. 
In the early years, about $10,000 was 
budgeted for ad expenditures annually. 
The amount has been steadily in- 
creased. For 1957, more than $200,000 


is set aside for advertising activity. 


Sales Recognition 


The first approach of marketing the 
product to special groups met with 
sales recognition. It wasn’t too long 
before Dannon yogurt was accepted 
by every major food chain and by 
the so-called mama-and-papa stores 
(neighborhood groceries run by hus- 
band-and-wife teams). Hotels, cafe- 
terias, restaurants and luncheonettes 
also were eventually to stock Dannon 
yogurt. 

In 1952, Dannon president Metzger 
decided that the time was right to sell 
the product to the mass market. For 
this job he enlisted the aid of tele- 
vision. To meet the demands of in- 
creased distribution within its already 
established area in New York and to 
spread itself to other states, Dannon 


builds with tv 


Medium proves perfect 
to popularize and widen market 
for little-known health food 


built a new plant in Long Island City. 
It contains 30,000 square feet of space. 

The new marketing concept not only 
stressed the healthful and slimming 
qualities of Dannon, but also the taste 
appeal of the new sweet yogurts that 
the company had developed. These 
include a strawberry yogurt, intro- 
duced in 1947, an orange yogurt, 1952, 
a vanilla type in 1953 and a prune 
whip in 1955. A month ago Dannon 
distributed to retailers its sixth variety 
of yogurt, a pineapple offering. The 
five sweet varieties are so popular that 
they now account for almost half of 
Dannon’s annual sales. 

To support this mass-market ap- 
proach, television was employed be- 
cause, as Mr. Metzger explains, “we 
agreed with our advertising agency 
that tv offered the most effective me- 
dium to reach general consumers. We 
put our first tv spot commercials on 
daytime television, chiefly women’s 
shows. Some time later we were in- 
terested in reaching the family, so we 
moved our spots into nighttime tele- 
vision.” 

At times tv was used exclusively. 
Since 1952, the percentage of ad ex- 
penditures devoted to tv has ranged 
from 33 to 100 per cent. 

To date, distribution has spread in 
the middle-Atlantic states up to Con- 
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ANIMATION and SPECIAL EFFECTS CAMERA 


Cole ay 


© Operates with any 16mm or 35mm camera 
© Precision alignment from 2 through 24 fields 
© Massive main column (334” dia.) guide column 
(2” dia.) ground for accurate performance 
© Ball bearings for smooth zoom action 
@ Precision machining thruout with .001 accuracy 
© 60” zoom; 24” east/west, 18” north /south travel 
© 360° Rotational table; precise locking action 
© 4 counters calibrate compound; zoom movements 
© Twin heavy-duty rods support rigid, counter- 
balanced camera faceplate 
@ Roller chain drive; ultimate strength 2000 Ibs. 
@ Easy to install & operate. Passes thru 30” doorway 
© Acme registration “Standard of the Industry” 
© Heavy welded steel base 
© Wt. 850 Ibs.; Ht. 9 ft. 

















Only S995 sucon 


CONVENIENT PAYMENT PLAN AVAILABLE 


Write for illustrated brochure describing 
many adaptations of the TEL-Animastand 


Here is a partial list of the many 
satisfied Tel-Animastand users: 


Associated Missile Products, Pomona, Calif. 
Boeing Airplane Co., Wichita, Kansas 

Calif. Institute of Technology, Pasadena, Calif. 
Campbell Films, Saxton’s River, Vermont 
Holland-Wegman Productions, Buffalo, N. Y. 
Sandia Corporation, Albuquerque, N. M. 
Telefects, Inc., New York, N. Y. 

TV Spot Service, Cedar Rapids, lowa 

UNESCO (Aid to India), Paris, France 
Veterans Hospital, Topeka, Kansas 


Viguie Film Productions, Inc., Santurce, P.R. : 
Photographed at 
Telefects, Inc., N. Y. C. t 


ae 2 Department Pe of the Motion Prctace Industry rm 


\ (] . CINEMA SUPP Al CORP 602 WEST 52nd ST., NEW YORK 19, N. Y. © Phone: PLaza 7-0440 « Cable: SOSOUND 
Wills « Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. « Phone: HO 7-2124 
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in New York, Dallas, Denver—and points west / 


WANT PRIME TIME from coast to coast? to your heart's content, film your show, 
With film, it's easy! Scheduling isa breeze. edit and pre-test for maximum effective- 
No star worries—no dangers of ‘‘slips'’ or ness. Yes, you make time and save money 
fluffs, either. What's more, youcanrehearse ... when you USE EASTMAN FILM. 


For complete information write to Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


East Coast Division Midwest Division West Coast Division 
342 Madison Ave. 130 East Randolph Drive 6706 Santa Monica Blvd. 
New York 17, N. Y. Chicago 1, Ill. Hollywood 38, Calif. 


or W. J. GERMAN, Inc. 2 


Agents for the sale and distribution of Eastman Professional 
Motion Picture Films, Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif. 


Shoot it IN COLOR... You'll be glad you did! 








ROUNDUP OF NEWS 


Producers, Distributors 
GORDON BUYS 
SMALL INTERESTS 

Milton A. Gordon, president of Tele- 
vision Programs of America, Inc., 
New York, has purchased the interest 
in the firm held by his equal partner 
Edward Small. The parting was de- 
amicable” and 
Mr. 


many other business activities. 


scribed as “entirely 


necessitated solely by Small’s 


It was reliably reported that the 
money involved was in the neighbor- 
hood of $2 million. 

At the same time, Mr. Gordon an- 
nounced a new plan whereby the stars 
and the producers of TPA series can 
not only share in the profits of the pro- 
grams in which each participates but 
also in the overall profits of the com- 
pany. To this end, TPA will allow 
talent to purchase a certain number of 
shares in the company formerly held 


by Mr. Small. 


DALLAS FILM CHANGES NAME 

Dallas Film Industries has become 
United National Film Corp, with the 
approval of the change in name by 
stockholders of the Joe 
Graham, president, says that an ex- 
tensive program of film production for 
the national television and theatrical 


company. 


market has made it advisable for the 
Dallas company 
universal corporate name. 

At the board meeting A. Pollar 
Simons, of Dallas, was elected chair- 
man of the board; Roy R. McKee, 
treasurer; James N. Landrum and P. 
B. Garrett, vice presidents. Stock- 
holders were told that filming on the 
first of the 39 half-hour television 
series, titled Jndemnity will begin 


August 12. 


to adopt a more 


| SCREEN GEMS PACKAGE 
Screen Gems is calling the first 


bundle of Universal films for tv re- 
lease Shock. It’s a 52-package slanted 
at the current healthy market for 
horror flickers. Titles include Dracula, 
Frankenstein, The Invisible Man, 
House of Horrors, The Mummy, The 
Cat Creeps and other noted chillers. 

Universal recently signed over do- 
mestic distribution rights on 600 pic- 


On Film 


tures to Screen Gems. SG guarantees 
Universal $20 million over seven-year 
period. 


GOODSON-TODMAN BUSY 

Film 
Goodson-Todman. Production has just 
started on The Quill and the Gun, 
western based on the life of a fron- 


projects are humming for 


tier newspaper editor. Next on sched- 
ule is a pilot in a proposed series based 
on Raymond Chandler’s who-done-it 
gumshoe Philip Marlowe. Chandler 
will act as story consultant. 


TRANSFILM EXPANDS 

Transfilm Inc. has opened a mid- 
west with 
The Carlton House, Pittsburgh, it has 
been announced by William Miesegaes, 
president. Ralph Maitland was ap- 
pointed manager of the new division 


division headquarters at 


and will supervise a sales organization 
which will operate in five major cities 
between New York and Chicago. Mr. 
Maitland formerly held a similar po- 
sition with Wilding Picture Produc- 
tions Inc. and prior to that was with 
the Jam Handy organization. 

Morrie 


Roizman has been appointed director 


In another announcement 


(Continued on page 48) 


Participants in the signing of the $20- 
million-minimum-guarantee television 
distribution deal under which Screen 
Gems, television subsidiary of Colum- 
bia Pictures, undertakes the tv dis- 
tribution of 800 pre-1943 pictures of 
Universal Pictures Co. are: Milton R. 
Rackmil, president of Universal 
(seated) and (standing l. to r.) Nor- 
man Gluck, who heads Universal tele- 
vision operations; Burton Hanft, vice 
president in charge of business affairs 
for Screen Gems, and Jerome Hyams, 
director of sales for Screen Gems. 
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of the editorial department of Trans- 
film. He was formerly supervisor of 
short subjects at National Telefilm 
Associates. In addition to his editorial 
department duties he will assist Walter 
Lowendahl, executive vice president 


No matter how | 
you slice it! | 











Rochester, New York 
Area 13 Counties 


25% MORE MARKET | 
COVERAGE 


than the other Rochester Channel 


Whether interested in Market Coverage, 
Daytime Circulation or Nightime Circulation, 
we frankly don’t know. Choose whatever 
yardstick you wish .. . pick your method and 
you'll find it stacks up for WROC-TV. 

WROC-TV and only WROC-TV can guarantee 
maximum circulation throughout the Roch- 
ester AREA. 


WROC-TVemannex 5 


A Transcontinent Television Corporation Station 
Represented Nationally By 
PETERS, GRIFFIN, WOODWARD TELEVISION SALES 


of the film company, in tne production 
of theatrical and tv properties. 


TRANS-LUX SALES 

In a six-figure deal which Trans- 
Lux Television Corp, president Dick 
Brandt states is the largest ever made 
by the company, the Encyclopaedia 
Britannica Film Library has been sold 
to the five Time, Inc. stations: KTVT 
Salt Lake City, KLz-Tv Denver, wTcn- 
TV Minneapolis, wWFBM-Tv Indiana- 
polis and woop-tvy Grand Rapids. 
Simultaneously the film company an- 
nounces the additional sale of its E. 
B. Film Library to wor-tv New York, 
an investment of almost $100,000 by 
the station. Both contracts are for 
five years. 

The library contains more than 700 
film subjects, over 200 of which are 
in color. 

Trans-Lux is currently negotiating 
for two other types of product, for 
a major syndicated show, and for 
specifically television feature films 
other than the theatrical ones they 
handle. 


STERLING-MOVIES USA ADDS 

Two additions to staff of Sterling- 
Movies USA. Johnson Potter has been 
named eastern sales representative of 
the distribution firm. He’s been with 
Louis DeRochemont Associates, Will- 
ard Pictures and Transfilm. Alexander 
G. Finale Jr., is now assistant in the 
ad and sales promotion department. 
He was with wprx New York. 





At the closing of the deal by which 
the five Time Inc. television stations 


purchased the entire library of 700 
Encyclopaedia Britannica films were 
(l. to r.) Weston C. Pullen Jr., vice 
president of Time Inc.; Roy E. Larsen, 
president of Time Inc.; Richard P. 
Brandt, president of Trans-Lux Tele- 
vision Corp., and Richard Carlton, 
sales vice president of Trans-Lux Tele- 
vision. 


GOVERNOR SELLS HICKMAN 

Herman Hickman’s football-forecast 
telefilm series for the fall will be sold 
by Governor Television Attractions. 
Derel Producing Associates, producer 
of the 15-minute, 13-week series, 
signed a pact with the distributor 
recently. 


TERRYTOONS MANAGER 


Terrytoons new business manager is 
William Boyd, former budget mana- 
ger of B. T. Babbitt. The animation 
studio is a division of CBS Television 
Films Sales, Inc. 









THE TEARDROP SHAPE 


. - . famous in Hollywood for 40 years, 
a standard with film men everywhere 
. . . for long service, good looks... 
Brown hammertone finish, sold only 


thru authorized dealers. 


Look for the teardrop shape 
the reel Oscar! 
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GUILD APPOINTS LOWE 

New midwest sales manager for 
Guild Films is Marvin Lowe. He was 
vice president and sales manager for 
Lippert Pictures and will headquarter 
in Chicago. 

Lowe replaces Robert C. DeVinny 
who leaves Guild after five years to 
go into business for himself. 


EUROPEAN AGREEMENTS SEEN 

Co-production agreeemnts with Eu- 
ropean film companies, well established 
in animation circles, may pick up on 
the live-action front. 

Zoli Vidor, MPO’s director of pho- 
tography, is on a European junket to 
investigate possibilities of exchange 





agreements, buy equipment and ob- 


serve production techniques. 

He'll visit production centers in 
London, Paris, Munich, Vienna, Rome 
and Madrid. 

Mr. Vidor had a long career of 
theatrical film work in Europe before 
coming to the United States. In Amer- 
ica, he has photographed more than 
1.000 tv commercials as well as several 
industrial films for such sponsors as 
General Electric, AT&T, Ford Founda- 
tion and the 
Committee. 


Republican National 


FLORMAN & BABB APPOINTS 
Gerry Rich has been made general 
sales manager by Florman & Babb, 
motion picture and television equip- 
ment suppliers. Mr. Rich was formerly 
with Camera Equipment Co. and has 
been in motion picture equipment 
sales for the past ten years. Also 
added to the sales staff is Leonard 
W. Hollander, who was formerly with 
the Deluxe Laboratories in New York. 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC., sales: 


Goldmine Library: wen-tv Chicago (west- 
erns), WISH-Tvy Indianapolis (features), 
KCRA-TV Sacramento (features). Popeye Car- 
toon: wavy-tv Norfolk, kmtv Omaha, KSLA- 





tv Shreveport. Warner Bros. Cartoons: KFJzZ- 
tv Fort Worth, wavy-tv Norfolk, KSLA-TV 
Shereveport. Warner Bros. Features: wTRi 
Albany, wcss-tv New York, wrvt Tampa. 


NATIONAL TELEFILM 
ASSOCIATES, INC., sales: 


Official Detective: kstv Denver, KTLA Holly- 
wood, KLRJ-Tvy Las Vegas, KTVK Phoenix, 
KHQ-TV Spokane, Kove Stockton, KOLD Tuc- 
son, KTVx Muskogee, Ksyp-tv Wichita Falls. 


RKO TELEVISION, div. of RKO 
TELERADIO PICTURES, INC., sales: 
Aggie: wvue Philadelphia. Gangbusters: 
WGEM-TV Quincy. Million Dollar Movie Pack- 
age #1: KeERO-tv Bakersfield, Kvos-tv Bell- 
ingham, wtvN-tv Columbus, KGUL-Tv Galves- 
ton, WABD New York, wesBn-tv Traverse City. 
Million Dollar Movie Package #2: WLEV-TV 
Bethlehem, wc Pittsburgh, wpsn-tv Tra- 
verse City. 


STERLING TELEVISION CO., INC.., 
sales: 

Abbott & Costello: wrtv Blommington, wPTa 
Ft. Wayne, kttv Ft. Wayne. Animal Films: 
Burt Claster TV Prod.-Baltimore. Bowling 
Time: xitt El Paso, krss-tv Great Falls. 
Cartoon Classics: KpRc-Tv Houston. Crusade 
in the Pacific: xrvo-tv Colorado Springs. 
Invitation Playhouse: Krex-tv Grand Junc- 
tion. Public Prosecutor: KprRc-tvy Texas. 
Sports On Parade: wcan-tv Portland. 


Film Commercials 
ACADEMY PICTURES, INC. 


Completed: Shell Oil Co. (gasoline), JWT; 
J. S. Navy Dept. (U. S. Navy recruiting), 





Olivia DeHavilland, Errol Flynn and 
Ann Sheridan in AAP’s Warner Bros. 
feature, Dodge City. 


direct; Hills Bros. Coffee, Inc. (coffee), 
Ayer; Bavarian Brewing Co. (beer) Calkins 
& Holden; Sinclair Refining Co. (gasoline), 


Morey, Humm & Warwick; General Foods 
Corp. (Swansdown), Y&R; Procter & Gamble 
Co. (Prell shampoo), B&B. 


In Production: Block Drug Co., Inc. (Rem), 
Gumbinner; Shell Oil Co. (gasoline), JWT; 
U. S. Navy Dept. (U. S. Navy recruiting), 
direct: Holsum United Bakery Program 
(bread), W. E. Long; Duffy-Mott Co., Inc. 
(Mott’s applesauce), Y&R; National Biscuit 
Co. (Fig Newtons), McCann-Erickson; Wise 
Potato Chip Co. (potato chips), Lynn Or- 
ganization; Procter & Gamble Co. (Prell 
shampoo), B&B. 


(Continued on page 94) 


GUFFANTT 


means QUALITY 


film processors for over 25 years 


@ Complete Lab Service 


@ 35 mm and 16 mm black 
and white and color 


@ Highly-trained Techni- 
cians 


@ Specialized Service 


“The Most Progressive Independent Laboratories” 


630 Ninth Ave., New York 
COlumbus 5-5530 


GUFFANTI Film Laboratories, Inc. 
| 
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“THE GRAY GHOST” 


Timed perfectly for the current resur, of 
interest in the Civil War, this tr jous new series 
brings to TV the story of a band of adventurous 
heroes, captained by the legendary John S. Mosby. 


















always 
first in 
syndicated 
film 
shows, 








“HARBOR COMMAND” 


Brand new adventure series, bringing to TV the 
thrilling stories of America’s Harbor Police, Coast Guard 
units and Port Authorities. Starring Wendell Cory. 









“FRONTIER DOCTOR” 


An exciting new series, combining the adventure 
and excitement of the early West. 
Starring Rex Allen in the role of the Frontier Doctor. 





“JUNGLE JIM” 
Johnny Weismuller, Mr. Jungle himself, leads 
expeditions from the Amazon to New Guinea. Together 
with champion chimpanzee Tamba and an all-star 
cast, Jungle Jim will appeal to viewers of every age. 


now... 


‘Movies are better. than ever 


ve weqlerY Phtediiphe) 





and am... aul! pete’ Capitalize on this tremendous array of 
“MILLION DOLLAR MOVIES” are better, than ever audience-gettng programming (back 


by the most spectacular promotion ever 
On “Million Dollar Movie,” September 9th, aimed at the vast Philadelphia 
WCAU-TV kicks off the greatest parade of “‘post-1952” full length TV audience). Contact: 

features ever released for television. 


“AFRICAN QUEEN’ (1952, starring Humphrey Bogart) 

“MOULIN ROUGE” (1953, starring José Ferrer) 
“SUDDENLY” (1954, starring Frank Sinatra) .s | 
“PURPLE PLAIN’ (1955, starring Gregory Peck) | 


plus other Class A films starring Gary Cooper, John Wayne, esate. FOP: Cus ws PemLADeLrna 


Tony Curtis, Gina Lollobrigida and many others of the same calibre! Represented by CBS-TY SPOT SALES | 
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CHANGING 
TELEVISION 
MARKETS 


One of a series: 
Virginia, North Carolina 
South Carolina 





There Must Be 
A Reason 


Millions and 
Millions 
of Dollars 


were invested 











in Spot TV advertising 
by leading AUTOMOTIVE 


manufacturers during 1956. 








| KOB-TV ...Albuquerque KCOP ..........Los Angeles The reason? More sales mileage to the advertising dollar, 


WaetV .....:. Atlanta WISN-TV .........Milwaukee , , j rey 
KERO.TV __. Bakersfield KSTP-TV . . Minneapolis-St. Paul that’s why! Spot TV, more than any other medium travels 





WBAL-TV Baltimore WSM-TV ..........Nashville your message straight to the prospective car buyer. And 
WGN-TV ......Chicago WTAR-TV ...........Norfolk Petry represented stations show the greatest get-up-and-go 
WFAA-TV .....-.. Dallas cores ee ero ee = selling power when it comes to getting results for automo- 
WOUUREY on0bs ss cee a ; ‘ 
WESH-TY Daytone eeigh WJAR-TV .......-Providence _tive advertisers. 
woe. ee Erie KCRA-TV ...... Sacramento 
WNEM.TV Flint-Bay City WOAI-TV ......San Antonio ene ae 
WANE-TV . .Fort Wayne aie sie sea = ~ 
TV _.....Houst .........Shrevepo Ed d p & C | 
ay ouster’ WNDU-TV South Bend-Elkhart War etry O., INC. 
Huntington-Charleston S| ae . Spokane 
WJHP-TV .. Jacksonville KOTV ................Tulsa THE ORIGINAL STATION REPRESENTATIVE 


KARK.-TV ... . Little Rock KARD-TV .......... . Wichita New York Chicago Atlanta Boston Detroit Los Angeles San Francisco St. Louis 














oo in fact 
WSJS television outsells all other stations 
in Piedmont North Carolina and Virginia 


Wsss 
television ; 
WINSTON-SALEM 












75 COUNTIES 
IN 4 STATES 


Largest metropolitan 
area in the Piedmont: 
Winston-Salem 
Greensboro, High Point 
Total Market Population: 
3,198,000 
Set Count — 606,109 
Households — 831,500 
Total Retail Sales 
$3,224,629,000 
Consumer Spendable 
Income— 


WSJS television 

blankets the biggest, 

richest market in the Southeast 
The Piedmont section of N. C. and Vir- 


ginia offers the advertiser a regional 
market with concentrated population in 


the most industrialized and progressive $4,121,456,000 
area in the Southeast. Maximum Power 
316,000 Watts 


{ Mountain top Tower 
\ 2,000 feet abeve 
average terrain 


Our current Market Data Book with WSJ S$ te | evisio n 
complete information and cover- CHAN N EL ] y . WINSTON-SALEM 


age maps is available. 
CALL HEADLEY-REED, REPS. 
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Changing Television 
Markets 
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North Garolina 


Industry adds its wealth to fast-growing area’s agricultural prosperity 


A‘: of industrial greenbacks is joining a swell 
of agricultural dollars to sweep three of the 
nation’s oldest states to a new crest of economic 
prosperity. 

Virginia, North Carolina and South Carolina 
have made rapid strides since the end of World 
War II, and television, the medium whose prin- 
cipal growth has been during that same period, 
has been a major contributor to that progress. 

These three states, leaders in the New South, 
were all of early importance in the history of the 
union. Each was a colony, among the original 13. 
Each grew through the years in population and 
commerce, but more in the leisurely fashion of 


the South than with the swift directness of some 


of the northern states. 


Blessed with fertile soil and a diversified clim- 


ate, these three South Atlantic states have many 
natural advantages. All have important sea-ports, 
rolling coastal plains and central areas rising to 
form the Piedmont and extending to the Great 
Smoky Mountains. There is plentiful water for 
manufacturing and to supply power sources and 
natural timber suitable for a large variety of 
uses. The climate is mild. 

North Carolina produces three-fourths of all 
flue-cured tobacco, Virginia is third and South 
Carolina fourth among the states in its production. 
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Changing Television Markets, continued 


among the states in its production. 

Almost all temperate-zone farm 
crops are in bountiful supply. 

Population of the three states has 
grown steadily since their settlement in 
the late 1500's and early 1600's. In 
1900 there were 5,087,000 persons 
living in the area. By 1930 this popula- 
tion had increased to 7,330,000. In 
1950 it was 9,496,000 and by 1957 had 
reached an estimated 10,484,000— 
more than the complex New York City 
area. 

In income, growth has been even 
more spectacular. Before the depres- 
sion in 1929, income was estimated at 
$2.4 billion, a figure that was much less 
during the lean years that followed. 

At the end of World War II there 
was an immediate industrial boom 
throughout the South that centered in 
these three states. By 1950 income had 
increased to $9.2 billion, and during 
1956 it was estimated at nearly $13 
billion. In 1957 the uptrend has con- 
tinued. 

The area is a leading producer of 
textiles, cigarettes, furniture, chemicals, 
electrical components, aluminum, syn- 
thetic fibres, paper and lumber. More 
than 70 minerals are found within its 
boundaries, including coal, zinc, tita- 
nium, lead, gypsum, salt, kaolin, mica, 
feldspar tungsten, phosphate rock, 
manganese, granite, gravel and even 
gold. 

The entire area offers many recrea- 
tion spots, and every section has impor- 
tant tourist and resort business. Beach- 
es along the entire coast are popular 
throughout much of the year. There is 
fine fishing and hunting in many areas, 
and the mountains offer winter sports 
and escape from summer heat. 

It is more than incidental that the 
greatest part of the growth of these 
three states has come since the advent 
of commercial television as the most 
versatile of advertising media. Today 
there are 32 stations on the air in the 
area covering every portion of the three 
states and sending their signals into 
each of the adjoining states. Television 
homes in the three states are estimated 
to own 1,820,000 black-and-white and 
5,200 color receivers. 

Recognizing the natural advantages 
of the area, the government has se- 
lected it for a number of its Army, 
Air Force, Marine and Navy bases. 

The features which made the three 
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Tobacco manufacturing is one of the most important industries in this three-state 






area. Typical of these modern plants is this automatic flow of straight-line pro- 
duction at the P. Lorillard Co.’s new Greensboro, N. C., factory. 


states attractive to industry—plentiful 
labor, room for expansion and ample 
raw materials—continue to attract more 
and more new industries. Recognizing 
these attractions, state and local gov- 
ernments have worked cooperatively 
with firms and individuals looking for 
suitable sites for their enterprises. 


Have Few Strikes 


Both North and South Carolina have 
been selected as among the five states 
having the fewest strikes relative to the 
number of urban workers. North Caro- 
lina and Virginia are among the five 
states with laws most favoring manage- 
ment rather than labor unions, and the 
same two states are among those with 
the most young people, 20 to 29, rela- 
tive to the total population. 

A study by Mill & Factory Magazine 
found that of all the industrialized 
counties of the south the most factories 
are in an elongated circle which 
stretches from northern South Carolina 
through North Carolina and into south- 
ern Virginia. 

Taking up, in alphabetical order, the 
states and cities which make up this 
prosperous area brings the picture of 
its advantages into sharper focus. 

Asheville, N. C., is the center of one 
of the nation’s richest vacationlands. 
Last year the Great Smoky Mountains 
National Park, of which Asheville is the 
metropolitan center, attracted more 
than five million people. This was a 
record number for any of the many 


national parks. 

In addition to the tourist trade, 
Asheville serves an area of growing 
industrial importance. Gross effective 
buying income for the Asheville metro- 
politan area is estimated at more than 
$182 million. The 20-county trade area, 
of which the city is a center, has a 
population of 535,300, retail sales of 
$415 million and effective buying in- 
come of $537 million. 

The city has two television stations, 
WISE-TV, ch. 62, which went on the air 
July 5, 1953, and wtos-tv, ch. 13, 
which began operating Sept. 18, 1954. 

WISE-TV, located at 93 Haywood St., 
has an effective radiated power of 26 
kw visual and 13 kw aural and offers 
NBC-TV and CBS-TV programs. It is 
represented nationally by the Bolling 
Co. Harold H. Thoms, president and 
treasurer, owns 99 per cent of the com- 
pany, and his wife, Meredith S. Thoms, 
owns the other one per cent. George I. 
Norman Jr. is general manager and 
John Randolph chief engineer. Cover- 
age is estimated at 40,000 b&w sets. 

WLOs-TV is licensed to Skyway 
Broadcasting Co. and at the time it 
went on the air was estimated to serve 
some 200,000 sets in the area. At pre- 
sent, the station claims a coverage of 
316,213 receivers and a television mar- 
ket which ranks approximately 50th in 
the nation in terms of families served. 
Since going on the air the station’s 
broadcast schedule has increased from 
63 hours per week to 107 hours. Lo- 
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Why WLOS-TV is your best buy in the 
Asheville-Greenville-Spartanburg Market 


oe WLOS-TV is FIRST in the market in 4) WLOS-TV delivers the lowest cost- 
coverage. per-thousand in the market. 
NCS 2 credits WLOS-TV with 
308,120 tv homes. 


Station B, next in coverage in this 
area, is credited with only 248,990 


tv homes. 








2 | WLOS-TV scored FIRST in the num- 
ber of mentions in the ARB A to Z 
Study in 13 counties. 


@ WLOS-TV ‘has the largest undupli- 


cated coverage in the area. 





For details contact Venard, Rintoul & McConnell, Inc., national representatives 


To effectively and efficiently cover the nation’s 
40th tv market, place your sales message on 


WLOS-TV 


ASHEVILLE, NORTH CAROLINA 


abe) Southeastern Representatives: 
James S. Ayers Co. 


eeteveen apenas Atlanta - Charlotte 
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And you’ve every right to exult with us over the proven 
size of WBTV’s television market measured in terms 
















of population . . . because it means a massive market 
for you. 
CITY POPULATION 
1. New York 16,788,700 
2. Los Angeles 7,699,900 
3. Chicago 7,552,500 
4. Philadelphia 6,675,100 
5. Detroit 5,219,700 
6. Boston 5,118,600 
7. Wilmington, Del. (includes Philadelphia) 5,045,400 
8. Pittsburgh 4,774,300 
9. San Francisco 4,262,400 
10. Cleveland 4,233,700 
11. Johnstown, Pa. (includes Pittsburgh) 4,145,600 
a2: Steubentie, Ohio (includes Pittsburgh) 3,935,100 
13. Manchester, N. H. 3,606,800 





















. CHARLOTTE 3,348,800 





. New Haven 3,290,200 





16. Washington 3,135,900 
17. Minneapolis-St. Paul 2,932,600 
18. St. Louis 2,830,900 
19. Providence 2,771,000 
20. Memphis 2,731,500 
21. Indianapolis 2,717,300 
22. Milwaukee 2,698,600 
23. Baltimore 2,661,700 
24. Bloomington, Ind. 2,640,400 
25. Atlanta 2,611,600 


Source: Television Magazine 1957 Data Book 


Moreover our clients are prone to boast about our 
superior Sales Power. Reach our people with your 
products through the pioneer in the Carolinas, and we 
warrant that you’ll soon be gloating, too. For WBTV’s 
Sales Power, contact CBS-TV Spot Sales. 





JEFFERSON STANDARD BROADCASTING COMPANY 
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Changing Television Markets, continued 


cated at 288 Macon Ave., the station 
has operating power of 170 kw visual 
and 85 kw aural and is an ABC-TV 
primary affiliate. 

It is represented nationally by 
Venard, Rintoul & McConnell and re- 
gionally by James S. Ayers Co. Stock- 
holders include Charles B. Britt, 16 
per cent; Joe H. Britt, 9.5 per cent; 
H. J. Britt, 11.3 per cent, and others. 
G. Curtis Crump is president, Charles 
B. Britt executive vice president, H. J. 
Britt regional sales manager and Loyd 
Leonard local sales manager. 

“Television’s place in the future of 
this area,” says an executive of WLOs- 
Tv, “will undoubtedly be one of ser- 
vice to the expanding communities in- 
volved. It will educate, promote worth- 
while projects, present opposing views 
of controversial issues and be an ever- 
increasing source of news and enter- 
tainment to the people.” 

Charlotte, “spearhead of the New 
South,” is the distribution and indus- 
trial center of a many-county area 
extending into South as well as North 
Carolina. The population of Charlotte 
has grown from 100,000 in 1940 to an 
estimated 161,000 last year. In the 
same period, building permits have 
increased from $5 million to $19 mil- 
lion, postal receipts from $1.2 million 
to $4.4 million, bank clearings from 
$847 million to $4.639 billion and 
retail sales from less than $90 million 
to $313 million. The Charlotte metro- 
politan area has a population of 235,- 
000 and an effective buying income 
of $417 million. 

The city has two tv stations, WBTV, 
ch. 3, which went on the air July 15, 
1949, and wsoc-Tv, ch. 9, which began 
telecasting April 28, 1957. 

Application for wstv was filed in 
December 1947, and the station put its 
first test pattern on the air June 29, 
1949. When the application was 
granted, there were only 13 tv stations 
on the air in the U. S. and none south 
of Washington, D. C. On Sept. 30, 
1950, AT&T extended coaxial cables to 
Charlotte, and the station’s first live 
network telecast was the U. of North 
Carolina-Notre Dame football game 
from South Bend. First local live show 
was televised just one year later. Color 
tv was first telecast on May 14, 1954, 
with the first network show Aug. 25 
and local live Dec. 31, 1955. A regu- 
larly scheduled local live color show 
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was begun May 1, 1956, first in the 
Carolinas. In April 1955, wBTv moved 
into a new $1.5 million studio at 1 
Jefferson Place. 

WBTV operates on 100 kw visual and 
60.3 kw aural. The station estimates 
the service area includes 571,150 b&w 
and 934 color receivers. It is a CBS-TV 
primary network affiliate and has some 
ABC-TV programs. It is represented 
nationally by CBS-TV Spot Sales and 
owned 100 per cent by the Jefferson 
Standard Life Insurance Co. Joseph M. 
Bryan is station president, Charles H. 
Crutchfield executive vice president 
and general manager, Kenneth I. Tred- 
well Jr. vice president and managing 
director, Thomas E. Howard vice pres- 
ident of engineering and Wallace J. 
Jorgenson assistant managing director. 


The Charlotte Market 


“One of the remarkable attributes of 
the so-called ‘Charlotte Market,’ ” says 
Mr. Tredwell, “is its current ranking 
as the number 14 television market in 
the entire United States, measured in 
terms of population within the market 
area. To those not familiar with the 
market story this is a startling fact, and 
demonstrates not only the burgeoning 
growth of the Piedmont area but also 
that Charlotte proper and Charlotte’s 
trading area are two dramatically dif- 
ferent entities. 

“Established geographically astride 





The historic old state capitol building in Raleigh, North Caroiina, is located 


the trade route to the southeast, it is 
safe to predict continuing and dynamic 
expansion as it affects not only the re- 
gion but the television stations which 
serve it.” 

wsoc-Tv, although a comparative 
newcomer, is the tv affiliate of a long- 
established radio station, wsoc, which 
was founded in the neighboring town 
of Gastonia in 1928. The tv station is 
located at N. Tryon and 23rd Sts. and 
has an authorized power of 316 kw 
visual and 158 kw aural. The station 
estimates its coverage at 535.000 b&w 
and 2,000 color receivers. It is an NBC- 
TV primary affiliate with some ABC- 
TV programs. National representatives 
are H-R Television and regional F-J 
Representatives, Inc., Atlanta, Stock- 
holders include E. E. Jones, 46 per 
cent; Hunter Marshall family. 27 per 
cent; R. S. Rossis, 21 per cent: Larry 
Walker, five per cent and E. J. Gluck 
one per cent. 

Mr. Gluck is chairman of the board, 
Hunter Marshall vice chairman, Larry 
Walker president and general manager, 
George Henderson executive vice pres- 
ident in charge of sales, E. E. Jones 
vice president, Charles M. Marshall 
vice president and secretary, R. S. 
Morris treasurer, C. M. Murphy assist- 
ant treasurer and controller and L. L. 
Caudle Jr. chief engineer. 

“The fine welcome enjoyed by 
Channel 9, Charlotte, upon its advent 
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in the center of spacious grounds in the heart of the city. 
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into the Charlotte market April 28 
attests not only to the need for the 
second Charlotte tv station,” says Mr. 
Walker, “but to the confidence in the 
area and in television itself. Prospects 
for the fall and winter season are 
tremendously encouraging. WSOC-TV is 
gratefully looking forward to a fine 
first year.” 

Durham, second city in North Caro- 
line in manufacturing, is also a center 
of distribution. “The Durham-Raleigh 
area is only beginning to be recognized 
as one of the nation’s major markets,” 
says Harmon L. Duncan, president and 
general manager of wtvp Durham. 
“Television is playing a major role in 
the shaping of this market. It is already 
larger than Jacksonville, Denver, Rich- 
mond and San Antonio—markets here- 
tofore larger in other media compari- 
sons. Since television made its 
appearance in the area the growth of 
the market has been almost phenom- 
enal and a vast potential is still to be 
realized. The Durham metropolitan 
area has 113,800 population and buy- 
ing power estimated at $179 million. 

WTVD went on the air Sept. 2, 1954. 
On May 24, 1957, the FCC approved 
sale of the station by Harmon Duncan, 
Floyd Fletcher and other stockholders 
to Lowell Thomas and Frank Smith, 
with Mr. Duncan and Mr. Fletcher 
retained under a management contract. 

The station operates with 316 kw 
visual and 170 kw aural power. It is 
affiliated with ABC-TV and carries 
several CBS-TV programs. National 
representatives are Edward Petry & 
Co. In addition to Mr. Duncan, presi- 
dent and general manager, and Mr. 
Fletcher, vice president, Mike Thomp- 
son is sales manager. 

The station’s current set count esti- 
mate is 313,005 homes, and the popu- 
lation covered is 1,895,100. Retail sales 
are said to be approaching $2 billion. 

Fayetteville, with a population of 
around 50,000 and an effective buying 
income of some $75 million, is center 
of a prospective metropolitan area with 
an estimated population of 135,000 and 
buying power of $176 million. The 
station is WFLB-Tv, ch. 18. It is located 
at 1332 Bragg Blvd. and went on the 
air Aug. 29, 1955. William D. Bailey 
is manager and W. B. Belche commer- 
cial manager. 

WFLB-TV has an authorized power of 
13.2 kw visual and 7.41 kw aural. 





Station estimates are that coverage in- 

cludes 20,000 b&w sets. Burn-Smith is 

the national representative. 
Greensboro, N. C., center of a 12 


county trading area, claims retail sales 
for the area of $699 million, effective 
buying income of $920 million and a 
population of 723,700. The Greensboro 





NORTH CAROLINA MARKET DATA BY COUNTIES 


-—Effective Buying Income—. 
Net 


Dollars Per 
Counties ulation "se00) Capita 
3 111,705 1,391 
.8 11,998 811 
‘8 6,293 807 
.6 19,499 762 
‘$3 (14.171 659 
9 ,009 698 
‘0 30.572 826 
§ 19,886 750 
‘1 -21'235 705 
.4 14,170 695 
.0 .172 1,359 
"7 47,103 948 
‘0 «88730 «1,324 
4 45,633 963 
5.1 4,322 847 
‘6 29018 + ~—-:1, 001 
5 14,714 718 
‘8 "988 =——«1,221 
‘9 (21°74 872 
2 13'143 722 
‘2 «11'611 914 
5.9 3,777 640 
‘8 «735485 =‘, 084 
"5 42/963 818 
‘8 «71,2411, 212 
“6 176.447 «1311 
mH 5,927 972 
3 5,231 987 
a 79,495 1,164 
.6 17,228 1,104 
an 28,505 694 
3.8 179,026 1,573 
5 53,933 1,027 
an 275,455 564 
.7 24,430 796 
8 162,219 1,293 
9.6 6,267 653 

4 5,760 7 
6 281133 863 
8 14,962 B41 
4 363,147 1,648 
.6 54,754 904 
.6 52,783 967 
8 44,414 1,116 
5 36,523 090 
.0 17,025 77. 
9 9,985 628 
9 4,022 682 
‘1 «64'808 «=—«1,078 
8 13,754 732 
» } 54,512 832 
.6 7,512 709 
7 | 30,695 1,133 
.2 49,365 1,003 
a , 286 932 
.4 27,943 1,020 
4 11,888 725 
3 3,854 718 
& ,138 737 
9 416,878 1,767 
4 530 731 
b 15,911 899 
.2 36,730 1,106 
.6 60, 487 966 
6 99,591 1,335 
a 20,274 719 
9 78,926 1,387 
x 59,379 1,496 
4 8,37 806 
3 31,325 1,147 
.6 ,930 695 
5 7,836 825 
0 19,985 833 
6 63,108 962 
5 12,513 1,088 
.6 ,558 1,130 
4 ‘ 1,200 
.0 75,163 791 
4 81,411 1,173 
9 109,300 1,351 
3 43,523 961 
6 35,187 695 
4 21,738 793 
4 7,022 1,164 
.2 18,416 912 
6 51,744 1,087 
9.1 7,016 771 
.6 16,420 989 

5.1 ,743 7 
2 39,682 898 
9 33,008 1,003 
.9 238,059 1,489 
3.7 ,428 693 
3.4 : 956 
1 12,951 716 
a , 888 878 
1 , 890 757 
= 62,686 1,134 
22.9 19,992 873 
15.6 10,105 648 











Total 
Retail Auto- 
Per Sales Food motive Dru: 
Family $000 $000 $000 $008 
5,345 80,44 19,129 15,736 2,457 
3,428 11,653 2,753 2,533 32 
2,997 4,297 568 1,655 247 
3,250 12,581 2,736 3,071 237 
2,834 6,935 1,096 1,995 220 
2,906 3,733 439 386 243 
3,397 30,125 6,909 5,656 708 
3,371 12,300 2,370 3,262 220 
3,217 19,072 3,547 5,471 273 
3,149 ,498 2,295 1,837 451 
5,074 144,528 30,411 19,843 6,039 
4,061 28,7 8,175 4,172 861 
5,099 69,7 18, 262 13,836 2,464 
4,074 32,588 9,093 6,363 1,050 
3,087 849 439 _ — 
4,267 22,561 6,206 3,562 BO4 
3,422 6,287 1,050 1,204 154 
4,666 80,218 19,427 17,195 2,130 
3,560 26,484 4,816 5,614 $22 
3,129 12,775 2,662 2,972 354 
4,004 9,428 2,260 1,799 180 
2,905 3,571 558 233 87 
4,454 49,170 11,384 9, 896 1,363 
3,580 37,342 7,151 9,403 1,117 
5,162 49,524 11,270 10,884 1,597 
6,393 126,130 25,457 27.798 2. 856 
3,293 3,447 653 
4,024 7,535 2,120 1, 599 
4,441 67,794 15,961 15, 1,693 
4,417 11,240 3,37 2.2 454 
2,969 22,215 4,695 4, 658 
6,069 125,429 25,334 23, 4,450 
4,571 . 858 12,901 8. 994 
5,739 199 685 40,588 35, 6,329 
3,490 13,486 3,001 2.7 458 
5,101 107,644 28,334 21,3 3,301 
2,725 3,820 453 Se - 
3,388 2,865 339 
4,137 20,605 4,355 3,977 617 
4,156 6,287 1,142 1,167 45 
6,261 327,763 62,192 52,515 9,217 
4,180 46 , 887 11,399 9,357 1,193 
4,156 37,7 6,331 7,259 1,504 
4,397 32,334 5,647 7,027 1,414 
3,927 34,365 8,679 6,226 1,168 
3,547 18,016 2,605 3,803 562 
3,026 9,031 2,310 1,465 180 
2,873 1,663 445 52 
4,181 55,556 14,464 9.63 1,618 
3,199 12,069 2,482 3, 361 
3,472 43,442 9,417 8, 1,290 
3,005 3,381 896 1,15 93 
4.7% 30,641 6,137 | 1,129 
4,293 52,836 8,546 8,: 1,683 
3,810 19,175 5,905 3, 505 
4,171 19,851 4,312 4,45 1,014 
3,048 12,729 1,827 3, 397 
3,222 7,213 1,415 Ry 249 
3,465 18, 280 2,924 4, 323 
6.586 338,652 55,344 57 13,628 
3,097 13,132 2,162 4, 332 
3,700 12,863 2,856 3.3 345 
4,479 35,914 8,113 5.14 1,366 
4,230 55,785 8.947 9. 1,735 
4,788 92,005 19,128 13,7 3,698 
3,436 8,355 2.111 307 
7,175 36,764 7 , 873 7. R03 1,156 
6,672 7,797 6,624 4,855 1,000 
3,352 3,236 1,188 - - 
4,351 30,711 Ta 6.272 630 
3,007 5,27 1,515 945 229 
3,134 8, 868 1,229 2.264 81 
3,701 20,172 3.615 4.456 554 
4,264 59, 822 10,018 13,122 1,421 
4,171 5.875 .6RA 5 246 
4,357 52,237 12,298 11.098 1,571 
4,798 30,7 7,635 5,911 710 
3,684 61,549 12,957 12.268 1,670 
4,548 55,234 14,919 9.721 1,831 
5,014 80,398 18,604 11.918 1,814 
3,818 38,469 8, R47 9.908 1,008 
3,060 27,47 4.801 6.057 1,211 
3.506 18,398 5,381 3, R20 269 
4,354 36,7 8,489 7,641 937 
3,837 9,021 2,157 2904 231 
4,385 48,317 10,998 10.838 1,348 
3,050 7,626 1,511 7R2 381 
4,321 12,243 3,792 2,26 63 
3,119 2,273 447 575 51 
3,709 32,048 6,587 9.6m 1,040 
4,222 28,564 6,381 5,501 737 
6,057 202,399 41,445 39,192 6,438 
3,353 8,972 1,932 1,254 261 
4,269 9,853 2,922 2, 866 125 
3,159 11,77 1,694 3,745 427 
3,767 64,757 10,541 13,294 1,457 
3,201 35,441 5,308 9,226 618 
4,822 52,507 10,595 8,705 1,359 
3,570 14,839 2,337 3,798 162 
2,887 4,787 1,135 1,041 156 


The figures in the above table are reprinted with permission of Sales Management Magazine, the copyright 


owners, from the May 1957 Survey of Buying Power; further reproduction not licensed. 


August 26, 1957, Television Age 


59 





Changing Television Markets, continued 


metropolitan area has a population of 
220,000 and buying income of $363 
million. 

It is located in the rich Piedmont 
area. Gaines Kelley, general manager 
of wFMy-Tv, ch. 2, Greensboro, says: 
“The Piedmont area served by WFMY- 
TV is already a very rich market with 
wide diversification of industry and 
agriculture. 

“With between 20 and 30 colleges 


and universities in the area receiving 
the WFMY-TV signal turning out engi- 
neers, medical people, educators, tex- 
tile designers, architects, business ad- 
ministrators, lawyers and accountants, 
there is an unlimited source of supply 
of well-trained personnel for all types 
of industry and business, he con- 
tinues. “All the natural resources ne- 
cessary to entice new industry are 
available, and there is every reason to 


expect the Piedmont to continue its 
growth toward becoming one of the 
three or four leading markets in the 
southeast.” 

WFMY-TV, one of the 108 pre-freeze 
stations, went on the air Sept. 22, 
1949. It began operation on 1,600 
watts as an outgrowth of an fm radio 
station owned and operated by the 
Greensboro News Co. As soon as the 
freeze on power was lifted the station 











Agencies 
NORTH CAROLINA 


isheville 

Eric Fris Ady., 200-202 Scenic Bldg. 

Ayer & Gillett Inc., 1022 South Tryon 
St. 


Charlotte 

Bennett Ady. 222 South Church St. 

Boettiger & Summers 

Cox & Jackson Adv., 1419 Elizabeth 
Ave. 

Crawford Adv. 

Hugh A. Deadwood Adv. 

Dunnagan Adv. 

Kincaid & Chandlee Adv., 205 South 
Church St. 

Walter J. Klein, 1214 Elizabeth Ave. 
(Branch: 1110 East Franklin Ext., 
Chapel Hill, N. C.) 

Steve Morris Adv. 

Sink & Sons Adv. 


Durham 


Harvey-Massengale (Branch) 
Fayetteville 


Lloyd Advy., 325 Grace Pittman Bldg. 


Greensboro 


Hege-Middleton & Neal, Watson Bldg. 


High Point 


Bennett Adv., 208 East Green St. 
’ (Branches: 5 West Hargett St., 
Raleigh; 222 South Church St., 
Charlotte) 


Laurinburg 


Dick Brown Adv., State Bank Bldg. 


Raleigh 
J. T. Howard Adv., 309 West Morgan 
St. 


J. Walter Thompson (Branch), 508 
Capitol Bldg. 
George Warner Adv. 


Shelby 
Cleveland Adv. 


Winston-Salem 


Long-Haymes Adv., 421 Summit St. 


SOUTH CAROLINA 


Charlesion 
Advertising Service Agency, Gt. Jasper 


Apts. 


Robert E. Bradham Adv., 50 Broad 
St. 

Harry Gianaris & Assoc., 89 Broad St. 

Ralph J. Shade & Assoc., 31 Warren 
St. 

Tobias & Co., 121 Church St. 


Columbia 

Bradley, Graham & Hamby Adv., 1225 
Pickens St. 

Tom Daisley Adv., 1226 Bull St. 

Withers & Newman, Security Federal 
Bldg. 


Greenville 
Henderson Adv., Insurance Bldg. 


Lowe & Hall Adv., 600 News Bldg. 


Spartanburg 


Art Williams Adv., 571 East Main St. 


VIRGINIA 


Vorfolk 

Atlantic National Adv., Flatiron Bldg. 

Cavalier Adv. Agency of Norfolk, 711 
Boush St. 


Fergusson & Kennerly Adv., Duke- 


York Bldg. 
Stanley S. Gross & Assoc., Franklin 
Bldg. 


Gross-Brown-Fry Adv., 230 Franklin 
Bldg. 

Alvin H. Jacobson Adv., 
Brambleton Ave. 


147 West 


_ Kenneryly & Gunn, 206 York St. 


Major & Bie Adv., 618A Flatiron 
Bldg. 

McCurry Henderson Enright, Frank- 
lin Bldg. 


Portsmouth 


Moe Glazer & Assoc., 609 Airline 
Blvd. 

Richmond 

Advertising 
Grace St. 

Cabell Eanes Inc., 509 W. Grace St. 

Cargill and Wilson, 11 South Second 
St. , 

Ralph L. Dombrower Co., 11 East 
Franklin St. 

Eastern Advertising, 2902 W. Clay St. 

Hall-Neagle Adv., 211 West Franklin 
St. 

Ketchum, MacLeod & Grove Ine. 
(Branch), Central National Bank 
Bldg. 

Lang & Smith Inc., 211 West Grace St. 

Jack Lewis, 10-A West Grace 

Lindsey and Co., 8 North Eighth St. 

Roger Shepardson, 106 East Franklin 

E. C. Smoot Jr. & Assoc., 301 East 
Franklin St. 

D. D. Staples 
Building 

Staples & Staples, 2119 Hanover Ave. 

Stone-Heffner-Cook Inc., 10 South 
10th St. 

Alicia G. Timewell Agency, c/o Green- 
trees’, 7th & Broad St. 


10-A West 


Associates, 


Mutual 


Associates, 


Roanoke 


Houck and Co., 2013 S. Jefferson St., 
S.W. 

C. N. Snead Adv., 612 Third St., 
S.W. 
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Changing Television Markets, continued 


increased power to 16,0U0 watts. in 
1955 the power was furtuer increased 
to 100 kw visual and 50 kw aural and 
the station moved to a new million- 
dollar home. With two large studios, 
the CBS-TV primary affiliate programs 
117 hours each week and serves an 
estimated 478,000 tv homes. 

The studios are located at Phillips 
Ave. and White St. National repre- 
sentatives are Harrington, Righter & 
Parsons. In addition to Mr. Kelley, 
executives include Joe E. Lake, com- 
mercial manager. 

The station area includes “more fur- 
niture factories than any other like 
area and the largest tobacco manufac- 
turing industry concentration in the 
world,” as well as a center of textile 
manufacture. 

“Television is an important part of 
the economical picture in this market,” 
Mr. Kelley says. “It furnishes a large 
number of people with information, 
entertainment and education and ad- 
vertisers with the most vital advertis- 
ing medium yet devised.” 

Greenville, N. C., in the eastern 
part of the state, has a promising in- 
dustrial future with room for 
expansion. A number of government 
installations have boomed business 
and increased the population a great 
deal in recent years. 

The area is served by wncrt, ch. 9, 
with authorized power of 316 kw vis- 
ual and 158 kw aural. The station 
began operation on Dec. 22, 1953, 
and carries CBS-TV and ABC-TV 
programs. National representative is 
George P. Hollingbery Co. Owner- 
ship is divided among Earl McD. 
Westbrook, president, 24.6 per cent; 
Josh Horne, vice president, 10 per 
cent; Penn T. Watson, vice president, 
10 per cent; John H. Adams, vice 
president, 5.4 per cent; A. Hartwell 
Campbell, secretary, 5.7 per cent, and 
Mrs. John H. Adams, treasurer, 5.4 
per cent. Mr. Campbell is manager 
and John G. Clark Jr. commercial 
manager. 

“Big business,” says Mr. Campbell, 
“is continuing to move into eastern 
North Carolina. Farmers are actively 
engaged in diversifying their crops. 
The military installations at Cherry 
Point and Camp Lejeune, Marine 
Corps, and the Air Force at Seymour 
Johnson Field in Goldsboro are con- 
stantly expanding, and the already 
established plants and factories are 
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continuing their successful operations 

. .all of which clearly indicates the 
area is progressive, which in turn 
means larger payrolls and increased 
spending. Television is fitting very 
nicely into this pattern with wide and 
enthusiastic reception on the part of 
the viewers. The set count now ex- 
ceeds 200,000 in this station’s prime 
coverage area and is increasing con- 
stantly.” 


Tremendous Growth 


Raleigh, North Carolina state capi- 
tal, has shown a tremendous economic 
growth during the past 10 years. Civic 
estimates place the population at 81, 
000, as compared with 58,000 ten 
years ago, property valuation at $224 
million, as compared to $65 million, 
building permits at $15 million, as 
compared with $2 million, and annual 
retail sales at $148 million, as com- 
pared with $36 million. The Raleigh 
metropolitan area has a population of 
160,000 and buying power of $238 
million. 

The city has two television stations, 
WNAO-TV, ch. 28, and WRAL-TV, ch. 5. 

WNAO-TV, located at 2128 Western 
Blvd., began operation July 12, 1953. 
The station serves an estimated 140, 
125 uhf sets. G. Roger Bower is vice 
president and general manager, and 
Joseph F. McGinley is local sales man- 
ager. The station has an authorized 
power of 182 kw visual and 102 kw 
aural. It offers CBS-TV and ABC-TV 
programs. Sales representative is For- 
joe & Co. 

WRAE-TV, at 1117 Hillsboro St., 
began operation on Dec. 15, 1956. 
The station is an NBC-TV primary 
affiliate. It is represented by H-R Tel- 





Film Producers 


Art Guild, 618 East Main St., 
Richmond, Va. 

Walter J. Klein, 1214 Elizabeth 
St., Raleigh, N. C. 

Leslie Productions Inc., Shaker 
Road, Columbia, S. C. 

Tantamount Pictures, 108 North 
Jefferson St., Richmond, Va. 

Tv & Motion Picture Production, 
117 East Main St., Richmond, 
Va. 














Tractors and machinery are being 


processed for export packing at the 
Norfolk and Western Railway overseas 
terminals at Lamberts Point, Norfolk, 


Va. 


evision, Inc., and owned by Capitol 
Broadcasting, of which A. J. Fletcher 
is president and treasurer, with 82.16 
per cent of the stock. Fred Fletcher 
is vice president and general manager, 
with 13.52 per cent. Fletcher Turner 
is general sales manger, and Gene 
Gaudette local sales manager. 

The station estimates its coverage 
area includes 337,503 b&w and 100 
color sets. “The area served by 
WRAL-TV has a wonderful potential for 
industrial Fred 
Fletcher. “It will probably have a more 
stable income than any other part of 
the state within the next 10 years.” 


development.” says 


Washington, N. C.; is an important 
center in eastern Carolina, where 
bright-leaf tobacco is the principal 
farm crop. W. R. Roberson Jr., presi- 
dent and general manager of wWITN, 
ch. 7, says:»“In addition to farming 
activities, our area is rapidly becom- 
ing industrialized as large and small in- 
dustries move into the market in in- 
creasing numbers. Add to this large 
military installations, including the 
Cherry Point Marine Corps Air Base, 
Camp Lejeune amphibious training 
base and Seymour Johnson Air Force 
jet base, and you have a well-devel- 
oped and diversified market of over 
one-and-a-quarter million people and 
a set count of over 200,000. 

“It is our opinion that our area will 
make major strides in the coming 
years, and that wITN will be a major 
factor in our area-type market.” 

WITN went on the air Sept. 28, 
1955, with full power, 316 kw visual 
and 158 kw aural: The station is lo- 
cated on Route 1 in Washington, with 
its transmitter at Grifton. N. C. It is 
a primary NBC-TV affiliate. National 






































yon suum 19°C A ONE-STATION MARKET? 


No, Virginia, it’s not a one-station market—even though ARB, Nielsen and 
Pulse have made it look that way. There really are other TV stations in 
Eastern North Carolina. Sure, these are the facts . . . 


..- ARB (Jan. 1957) credits WNCT with: @ every one of the top 15 shows 

@ dominance of 140 nighttime % hours (6 P.M.-Midnight, Sun. thru Sat.) @ plus 
daytime dominance, too. @ (confirming the earlier Pulse ratings) . . . Neilsen 
reports that WNCT reaches more Eastern N. C. homes and is viewed 

regularly by 40°, more homes than any other station. 


But honest, Virginia, WNCT is not the only TV station in Eastern N. C. 


It’s just that all those reliable sources keep making 


it look that way. 









WHALE OF A STATION ~ WHALE OF A MARKET 


COUNTIES SERVED 42 

POPULATION 1,496,700 
TV HOMES 194,560 
EFFECTIVE BUYING INCOME  $1,460,140,000 
RETAIL SALES $1,150,316,750 


GROSS TOBACCO SALES (Type 12) $477,816,430 
Sources: NCS No. 2, TV Magazine, USDA, SM Survey of 
Buying Power, SRDS 


PaEwes | 
WNCT GREENVILLE, NORTH CAROLINA 


| CHANNEL 9—CBS e asc } A. Hartwell Campbell, Gen'l Mgr., Represented Nationally by HOLLINGBERY 


oa) 
“Yi 
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Changing Television Markets, continued 


m:) 

witn 
delivers — 
the best | 
eastern 
north 
carolina 
cost per 
thousand 


| 


You must get VALUE if you are to | 
survive in TV timebuying... WITN | 
guarantees value in eastern North 
Carolina. WITN guarantees a better 
dollar-for-dollar buy than any other 
station serving the area and has the 


facts in writing to prove it. . 


TELEVISION FOR EASTERN NORTH CAROLINA 








¥. r. roberson, j 
t. h. patterson, 
&- earl broome, sa 
studios and offices at 
transmitter at grif 
316,000 watts 


is : 
headley-reed company, nati , 
james s. ayers, sout ern repr 


es 
* 
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representatives are Headley-Reed. 
W. R. Roberson Jr. is president and 
owns 64 per cent of the stock. William 
S. Page has 25 per cent. T. H. Pat- 
terson is vice president in charge of 
sales, and Hal Wilson is director of 
operations. 

Wilmington, N. C., is an important 
deep-water port with an estimated 
population of 54,000 and an estimated 
buying power of $78 million. Its po- 
tential metropolitan area has a pop- 
ulation of 74,000 and buying power of 
$100 million. 

Wilmington’s 
WMFD-TV, ch. 6, went on the air 
April 9, 1954. Studios are located at 
225 Princess St. The station recently 
went to full power with 100 kw vis- 
ual and 62 kw aural, which the sta- 
tion estimates increased the number 
of sets in the coverage area from 18, 
000 to 180,000 and 22 counties. The 
telecast day was increased from 14 


television _ station, 


to 17 hours. 

The station programs NBC-TV, 
ABC-TV and CBS-TV programs. Na- 
tional representatives are Roy V. 
Smith Associates. The station is owned 
by R. A. Dunlea, president, with 60 
per cent and Dan D. Cameron, vice 
president, 33 per cent. Richard A. 
Dunlea Jr. is manager, Clint Long 
and Claud 
O’Shields local sales manager. 

“Having one of the finest deep 
water ports on the east coast of the 
United States, Wilmington and south- 
eastern North Carolina will be the hub 
of North Carolina’s industrial growth,” 
says R. A. Dunlea Jr. “We expect 
television to lead the way by in- 
forming, educating and entertaining 
the population. Television’s future in 
this area holds nothing but promise. 
Tv entertainment is already excellent 
in North Carolina, but our station’s 
aim is to improve upon this excellence. 
To us, the challenge of tomorrow is 
more rewarding than yesterday’s ac- 
complishments.” 

Winston-Salem is an _ important 
manufacturing and farming center, 
with retail sales estimated at $175 
million and effective buying income 
at $193 million, second only to Char- 
lotte in the state. Its metropolitan area 
includes an estimated 176,000 per- 
sons with buying power of $275 
million. 

wsJs-Tv, ch. 12, went on the air 


operations manager 





Sept. 30, 1953. Power was boosted 
on Sept. 10, 1955, to 316 kw visual 
and 195 kw aural. Station coverage is 
estimated at 618,139 b&w and 600 
color sets. The station, owned by the 
Piedmont Publishing Co., is located at 
419 N. Spruce St. National represen- 
tatives are Headley-Reed Co. Execu- 
tives include Harold Essex, executive 
vice president and general manager: 
Harry B. Shaw, sales manager, and 
Phil Hedrick, operations manager. 
“Retail sales, construction figures 
and volume of farm and manufactured 
products show that the Winston-Salem 
and Greensboro trading area is one 
of the fastest growing in the nation,” 
says Mr. Hedrick. “Television’s place 
as a sales and public-service medium 
in this area is not one of luxury or 
mature 


novelty, but of full-grown, 


necessity. 
Anderson Market 


In South Carolina, Anderson, one of 
the smaller television markets, has a 
population of some 20,000 and an 
estimated buying power of $32 mil- 
lion. 

WAIM-TV, ch. 40, is its television 
station. Located at 321 Kingsley Rd., 
the station has been on the air since 
Dec. 1, 1953. It has authorized power 
of 170 kw visual and 93.3 kw aural. 
Wilton E. Hall owns the station. Head- 
ley-Reed Television is 
representative. Glenn P. Warnock is 
general manager, and John McCallum 


its’ national 


sales manager. 
Charleston, S. C.., 
be “the nation’s fourth fastest-growing 


which claims to 


area,” has shown tremendous strides 
since World War II. The 18-county 
market area which Charleston claims 
includes a population of 856,000, re- 
tail sales of $589 million and buying 
power of $820 million. The Charleston 
metropolitan area includes 194,000 
persons with buying power of $248 
million. 

The city has two television stations, 
wesc-Tv, ch. 5, and wusn-Tv, ch. 2. 

wcsc-Tv, 485 East Bay, went on the 
air June 19, 1953. The station is a 
CBS-TV basic, with some ABC-TV 
programs. It operates with 100 kw 
visual and 50 kw aural. Ownership 
includes John M. Rivers, president, 
treasurer, 63.74 per cent; Arthur 
Rivers, 3.11 per cent, and a great 
number of smaller stockholders. 



































Peters, Griffin, Woodward is the sta- 
tion’s national representative, and ex- 
John M. Rivers, 
president and general manager, in- 
clude Roland Weeks, station manager 
and national commercial manager, and 


ecutives besides 


Ralph E. Thornley, regional commer- 
cial manager. 

“Television in Charleston and coastal 
South Carolina is limited only by the 
growth of the area that it serves,” in 
the opinion of John Rivers. “The pri- 
mary area expects to have in the 
metropolitan district of Charleston not 
less than 500,000 people in the next 


20 years, there being at present 
200,000 people in the area... .. The 
unlimited quantity of fresh water, 


ocean shipping and other material ad- 
vantages practically insure unlimited 
growth . . . and advancing economi- 
cally to a_ position of eminence 
formerly occupied by Charleston from 
a combination of commerce and ag- 
Today, commerce and 
manufacturing are responsible for a 
like of which few 
communities in the United States are 
experiencing.” 


riculture. 


resurgence the 


WUSN-TV began operating in Au- 


gust 1954. It has 100 kw visual and 
53.7 kw aural power and is afhiiated 
with NBC-TV, carrying some ABC-TV 
programs. Weed Television Corp. rep- 
resents the station nationally. J. Dray- 
ton Hastie is president and general 
manager, Douglas M. Bradham is as- 
sistant general manager and Grange S. 
Cuthbert Jr. commercial manager. 


Fast-growing Area 


“Though dedicated in its major 
public-service effort to those activities 
involving the betterment of the area’s 
gouth, wusN-Tv has received recogni- 
tion for outstanding contributions to 
almost every area crusade,” it is 
pointed out. 


Mr. Hastie 


. established in an area designated 


says of the station, 
by Sales Management magazine as 
one of the five fastest-growing areas 
in the WUSN-TV anticipates 
dynamic growth with both the indus- 
try and the area.” 

Columbia, S. C., most centrally lo- 
cated of South Carolina’s 
markets, has an 


nation, 


television 

108,000 
population and an estimated buying 
power of $173 million. The Columbia 


estimated 


175.000 


persons with buying power of $254 


metropolitan area includes 


million. 
There are two television 
WIs-TV, ch. 
WIS-TV 


stations, 
10, and WNOK-TvV. ch. 67. 
went on the air Nov. 7, 
1953. The station with 269 
kw visual and 135 kw 


telecasts 
aural 
power. Station coverage is estimated 
at 183,765 b&w sets. It is an NBC-TV 
afhliate. National representatives are 
Grifin, Woodward. Stock- 
holders include the Broadcasting Co. 
of the South (wis), 81 per cent; E. 
Grenville Seibels II, 5.77 per 


Peters, 


cent, 
and others. The station is located at 
1111 Bull St. G. Richard Shafto is 
president, Charles A. Batson managing 
director and Law Epps sales manger. 

Speaking of the future. a station 
“With 


analysts predicting a continuation of 


executive says: authoritative 
unparalleled growth in central South 
Carolina, television’s stature will con- 
tinue to grow at a comparable rate. 
Receiver penetration increases stead- 
of ty 
facilities permits fuller participation in 


ily and expansion station 
civic, educational, industrial and com- 


mercial affairs.” 





defined by 
dictionaries as 
achievement 
effective operation . 
exhibition of skill 


Such standards are WIS-TV’s 
in all operational phases — 


ACHIEVEMENT —in attracting viewers in more South 
Carolina counties than any other station in the state 


NCS No. 2, 1956 


EFFECTIVE OPERATION —produces overwhelming 


audience dominance day and night 
(Any ARB study of Columbia 


EXHIBITION OF SKILL—in programming, production 
and promotion produces phenomenal sales results 


and enthusiastic advertiser acceptance 
facts on file at PGW 


WHEN PERFORMANCE COUNTS 


NBC G. Richard Shafto, President 


_+—@ 


- Charles A. Batson, Managing Director 


Represented by Peters, Griffin 


Woodward 


Inc 





WIS-TV-10 


COLUMBIA, SOUTH CAROLINA 
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Changing Television Markets, continued 


WNOK-TV, located at 1811 Main St., 
went on the air Sept. 1, 1953, and 
has an authorized power of 741 kw 
visual and 372 kw aural. The station 
estimates there are 110,000 b&w sets 
in its coverage area. It is a CBS-TV 
affiliate. Paul H. Raymer Co. is the 
national sales representative. H. 
Moody McElveen Jr. is vice president 
and general manager, and John P. 
Sholar sales manager. 

Florence, S. C., with a population 
of 25,000 and an effective buying in- 
come of $34 million, is also benefiting 
from the region’s growth. 

WBTW, ch. 8, serves the area since 
it went on the air Oct. 18, 1954. It 
is owned by the Jefferson Standard 
Life Insurance Co., which also owns 
wstv Charlotte and part of the 
Greensboro News Co., which owns 
WFMyY-Tv Greensboro. The station has 
a fine new plant located on Cashua 
Ferry Rd., telecasts with 316 kw vis- 
ual and 191 kw aural power. It is a 
primary affiliate of CBS-TV and has 
some ABC-TV and NBC-TV programs. 
It is represented nationally by CBS 
Television Spot Sales. Executives in- 
clude Joseph M. Bryan, president; 
Charles H. Crutchfield, executive vice 
president and general manager, and 


J. William Quinn, managing director. 
When the station went on the air, 
its operations were confined to night 
telecasts, but time has gradually been 
lengthened until now the day begins 
at noon. Coverage is estimated at 
153,261 b&w and 1,000 color sets. 

“The Carolinas are demonstrating a 
dynamic industrial growth which fore- 
casts a promising future,” says Mr. 
Quinn. “Population and disposable in- 
come are rising steadily, and the 
demand for goods is keeping pace. 
But, because the population is not 
concentrated in urban centers, wide- 
area coverage is needed by adver- 
tisers who wish to reach this increas- 
ingly important market. Television, 
better than any other medium, offers 
the advertiser the means to cover the 
clusters of small but prosperous com- 
munities so typical of the Carolinas. 
Therefore, television must assume an 
important place in the bright future 
predicted for the Carolinas and par- 
ticularly in the Pee Dee River section 
of North and South Carolina, served 
by WBTW.” 

Greenville, S. C., claims the dis- 
tinction of being the state’s first-rank- 
ing metropolitan area. According to 
estimates, the area has retail sales of 





SOUTH CAROLINA MARKET DATA BY COUNTIES 


— ee Buying Income—. Total 








Retail Auto- 
Giese Pop- Dollars Per Per Sales Food motive Dru 
($000 Capita Family ($000) ($000) ($000) ¢ ) 
22.3 23, 087 1,035 4,123 12,429 3,082 2,720 725 
101.4 106,625 1,052 3,935 52,419 17,172 10,833 2,291 
15.5 10,524 679 3,007 7,759 1,962 1,193 222 
90.8 103,891 1,144 4,347 76,903 16,402 17,672 2,687 
16.8 12,814 763 3,204 12,061 2,651 2,261 327 
30.7 19,918 649 2,656 13,854 4,279 2,998 391 
29.7 31,521 1,061 4, . 19,326 4,918 5,109 613 
32.1 21,296 3 3,042 11,539 3,878 1,966 

. 2 9,130 2,767 6,703 2,330 1,806 i7 
194.0 247,844 1,278 4,676 182,974 43,634 30,445 6,635 
39.6 37,518 7 3,908 19,902 6,362 3,100 913 
32.1 32,916 1,025 4,167 19,523 4,947 3,690 705 
35.8 27,228 3,361 9, 4,708 5, 266 636 
32.3 19,097 591 2,893 14,153 4,124 3,101 365 
28.7 20,923 7 2,906 17,482 4,618 2,329 801 
52.2 46,077 3,716 , 890 9,438 6,285 986 
31.0 22,875 7 3,414 19,188 4,517 3,342 511 
23.8 19,657 826 3,510 15,770 4,700 2,219 638 
15.8 12,643 3,417 , 358 2,413 s, 610 
20.6 16,57 805 3,453 545 2,977 1,759 309 
86.1 74,846 869 3,651 74,831 14,353 17,120 2,190 
34.5 29,920 867 3,740 25,220 6,152 5,270 824 
198.1 288 , 069 1,454 5,286 202,751 “ 39,139 6,304 
7.9 65,979 1,377 5,195 36,5 ° 6,955 1,289 
18.6 11,824 6: 2,687 12,729 3,493 3,623 341 
68.8 56 ,623 823 3,701 50,885 10,358 9,786 1,630 
10.9 7,467 685 2,872 7,734 1,983 1,506 180 
31.5 27,196 863 3,626 22,649 6,426 4,623 866 
38.6 41,626 1,078 4,625 26,152 7,466 6,948 630 
48.3 54,105 1,120 4,624 26,977 7,443 5,050 845 
22.3 12,366 555 2,631 10,949 2,483 2,907 322 
49.5 49,850 1,007 3,895 36,674 9,728 6,596 972 
9.1 6,725 739 3,202 4,280 1,275 739 152 
34.9 27,052 775 3,424 23, 4,207 4,487 855 
29.9 ,059 704 2,966 17,579 4,856 1,42 492 
31.9 627 1,023 3,979 21,718 5,638 4,380 797 
39.9 ,230 9. 3,961 22,445 5,991 4,312 654 
70.8 55,172 779 3,344 49,010 13,173 9,258 1,543 

- 40.5 43,601 1,077 4,233 28,713 8,310 6,401 1,277 
- 173.6 254,032 46: 5,760 186,322 35,736 39,824 5,418 
- 18.2 11,062 2,990 250 »429 1,467 188 
- 160.4 198,77 1,239 4,744 121,375 29,170 23,717 4,447 
64.0 56,743 3,860 45,228 11,758 7,257 1,277 
30.8 31,720 1,030 4,174 19,507 6,037 3,312 67 
45.3 26 ,000 2,857 23,902 5,291 4,785 456 
86.9 106,394 1,224 5,042 53,350 13,787 9,589 1,685 

* ¥ The figures in the above table are reprinted with ission of Sales M: iM i 

owners, from the May 1957 Survey of Sesies Power; further reproduction not li d Gecuehs 
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$202 million, effective buying in- 
come of $288 million and a population 
of just under 200,000. 

wFsc-Tv, ch. 4, has fine new air- 
conditioned studios at 505 Rutherford 
St. The station went on the air Dec. 
31, 1953. It operates on 100 kw vis- 
ual and 50 kw aural and is affiliated 
with NBC-TV. Principal owner is the 
Greensboro News-Piedmont, 46.677 
per cent. The station is represented 
nationally by Weed Television. Ken- 
neth Beachboard is manager, and R. 
Q. Glass Jr. commercial manager. 

“We envision a tremendous growth 
for television,” says Mr. Beachboard. 
“The wFsc-Tv facilities are the finest 
in the area. Greenville has just become, 
without question, the number one 
metropolitan area in South Carolina, 
with 200,000 population.” 

Spartanburg, S. C., with estimated 
retail sales of $121 million, effective 
buying income of nearly $200 million 
and population of 160,000, is one of 
the state’s important markets. 

wsPa-Tv, ch. 7, has been on the 
air since April 29, 1956. Located at 
224 E. Main St., wspa-Tv is a CBS-TV 
primary affiliate. The station is au- 
thorized to use 257 kw visual and 
144 kw aural power. It claims 302,- 
717 b&w sets in its coverage area. It 
is represented by George P. Holling- 
bery Co. Walter J. Brown is president 
of the Sparton Radiocasting Co., own- 
ers, with 53 per cent of the stock, D. S. 
Burnside is secretary-treasurer, with 
4.3 per cent. 

Principal executives besides Mr. 
Brown are Charles E. Bell, national 
sales manager, and Robert H. Walton, 
local sales manager. 

Mr. Bell says that “relatively un- 
tapped natural resources, plus power, 
productive weather and people, oc- 
casion the industrial renaissance the 
Piedmont area of the Carolinas and 
Georgia is experiencing. The migration 
of men and machines, in concert with 
existing basic textile and agricultural 
industries, commands new market 
meanings. Upon discovering recently 
that now more people live within 75 
miles of the WSPA-TV transmitter 
than do within a like radius of Atlanta 
or New Orleans, we added an addi- 
tional appropriate adjective to our 
motto: ‘Serving the Populous-Prosper- 
ous-Piedmont!’” 

In Virginia, Bristol, on the Tennes- 
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see line, is included in the metropol- 
itan area of Bristol, Johnson City and 
Kingsport, with a population estimated 
at 230,000 and an effective buying 
income of $285 million. 

The television station is WCYB-TV, 
ch. 5, located on Cumberland St. in 
Bristol. The station estimates its cov- 
erage at 368,870 b&w and 200 color 
sets. It has been on the air since Aug. 
13, 1956, and has authorized power 
of 70.8 kw visual and 52.5 kw aural. 

Robert H. Smith is manager, and 
Mr. Rogers sales manager. The station 
has NBC-TV and ABC-TV programs 
and is represented by Weed Tv. 

Harrisonburg is in Rockingham 
County, Virginia, which has a popula- 
tion of 49,000 and effective buying 
income estimated at $58 million. 

wsva-Tv, ch. 3, is located on Raw- 
ley Pike. The station began operation 
Oct. 19, 1953, using offices in the 
wsva building. In April 1956 a com- 
plete new building for television only 
was started, and on Dec. 16 the new 
studios were christened with an open 
house for the public. The station 
operates on 8.32 kw visual and 4.17 


kw aural. Coverage is estimated at 
139,600 b&w sets. 

The station is owned by Hamiiton 
Shea, who is president and general 
manager. R. H. “Dick” Johnson is sales 
manager. 

“The future looks good,” says Mr. 
Shea, “and with our tremendous cov- 
erage of 38 counties, we hope to take 
our rightful place in the future de- 
velopment and growth of the rich 
Shenandoah Valley of Virginia.” 

Lynchburg is in Campbell County, 
Va., which has a population of 82,000 
and an effective buying income of 
$113 million. It is a trade center. 

WLva-TV, ch. 13, is at 925 Church 
St. The station has operating power of 
316 kw visual and 158 kw aural. 
Coverage of 308,675 b&w sets is 
claimed by -the station. 

WLVA-TV is owned by Edward A. 
Allen, president, 25.56 per cent; 
Philip P. Allen, vice president, 25.56 
per cent; O. B. Baker Jr., 4.31 per 
cent, and John P. Read Jr., secretary- 
treasurer, 4.2 per cent. Philip Allen 
serves as general manager and sales 
manager. The station is represented 


by George P. Hollingbery Co. 

The Norfolk area must be consid- 
ered in relation to Portsmouth, since 
the two cities are included in one met- 
ropolitan area with a fine growth 
record. Population has increased from 
126.000 in 1900 to 241,000 in 1920, 
258.000 in 1940, 446,000 in 1950 and 
540,000 in 1957. 

WTAR-TV, ch. 3, is located at 720 
Bousch St., Norfolk. License for the 
station was applied for by Campbell 
Arnoux, president and general man- 
ager of WTAR Radio Corp., in early 
1947. License was granted in August 
1948, and the station went on the air 
April 2, 1950. 

A new 1,049-foot tower was put 
into operation in April 1953, and the 
old 400-foot tower in downtown Nor- 
folk was committed to an auxiliary 
role. New color television studios, con- 
stituting a $l-million addition to the 
Radio-Television Center, were com- 
pleted in 1956. 

WTAR-TV telecasts on 100 kw visual 
and 50 kw aural power. Coverage is 
estimated at 422,196 b&w and 300 
color receivers. It is a CBS-TV 
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IN THE WFBC-TV 4-STATE MARKET 


WFBC-TV leads all South Carolina television stations by far*. 


Its total 4-state market is comparable with Atlanta, Jackson- 
ville, New Orleans or Miami. Within “The Giant's” 100 uv/m 











GA. COLUMBIA contourt is the South’s greatest 
S.C textile-industrial area and the fab- 
_——_ vlous Carolinas mountain play- 
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*According to NCS No. 2 


“The Giant of 
Southern Skies“ 


Video—100,000 Watts 
(FCC Maximum) 
Audio—50,000 Watts 
Antenna Height—1204 
feet above average 
terrain—2,204 feet 
above sea level. 












'58-COUNTY DATA 


Population 2,021,900 
Incomes $2,240, 153,000. 
Retail Sales $1,590,398,000. 
Homes 511,900 


(Data from SALES MANAGEMENT Survey of Buy- 
ing Power May 10, 1957) 
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Changing Television Markets, continued 


primary affiliate and is _ repre- 
sented nationally by Edward Petry 
& Co. The station is owned 
by the Norfolk-Portsmouth News- 
papers, Inc. Besides Mr. Arnoux as 
president and general manager, John 
C. Peffer is assistant manager, and 
Robert M. Lambe is general sales 
manager. 

“The Greater Norfolk metropolitan 
area (comprising the five Tidewater 
cities of Norfolk, Portsmouth, Hamp- 
ton, Warwick and Newport News) 
already has under its belt one of the 
most fantastic growth records of any 
American community,” Mr. Arnoux 
points out, “and, after 17 years of 
remarkable increases, still continues to 
expand in population and resources at 
a rate that makes it command the 
attention of all who produce and sell 
goods and services. 

“It is attracting more and more in- 
dustry to the metropolitan area,” Mr. 
Arnoux continues. “Such concerns as 
Lipton tea, the St. Regis Paper Co., 
Esso Standard Oil, American Oil, 
Phillips Petroleum and Sun Oil Co. 
are all locating or expanding their 
facilities here and others are eying 


the area. 

“With climate, labor, transportation 
and other factors exceedingly favor- 
able to industry, the future is bright 
for a long-term and continuing growth 
here. Television broadcasting, as the 
most effective and dynamic medium 
of selling and demonstrating goods 
and services, for seven years has en- 
joyed and will in the future enjoy the 
same degree of growth as the Tide- 
water Virginia area.” 

WVEC-TV, ch. 15, assigned to Hamp- 
ton, in the Norfolk area, has offices at 
812 W. 2lst., Norfolk. It went into 
operation in September 1953 and in 
1954 became a basic NBC-TV sta- 
tion. It has been widely publicized 
because it has been a uhf station 
operating at a profit in an area in 
which a vhf signal is received. 

The station has 214 kw visual and 
110 kw aural operating power. A 
coverage area of 192,330 b&w and 
500 color sets is estimated. — 

It is represented nationally by Avery- 
Knodel, Inc. Tom Chisman is presi- 
dent and general manager, and Harol 
A. Brauer Jr. is vice president and 
sales director. 





“The metroplitan Norfolk area,” 
says Mr. Chisman, “continues to be 
one of the fastest-growing areas in 
the United States. Business and civic 
leaders foresee a continued expansion 
of the market. Television will have 
an increasingly important impact on 
the market as it grows. WVEC-TV just 
this week agreed to program two 
hours of educational television a day 
during the school year. With this and 
other cultural 
planning stage, we believe that tele- 


programs in the 


vision in this area can be far more 
than has been envisioned by even its 
strongest advocates.” 

wTov-tv, ch. 27, Norfolk-Ports- 
mouth, is located at 1305 Granby St., 
in Portsmouth. The station first began 
operation Oct. 22, 1953, but was dis- 
continued and sold to its present 
owners, resuming operation May 25, 
1955. Temus R. Bright is president, 
with 95.3 per cent. A. V. Bamford is 
general manager, and Winston Bright 
commercial manager. 

Petersburg, and _ its 
Dinwiddie, Va., has an 
population of 66,000 and estimated 


county of 
estimated 





THERE HAVE BEEN SOME CHANGES MADE™® 
IN RICHMOND, VIRGINIA! 

By TELEVISION VIEWING... . 

BY WRVA-TV.... 


From the June, 1957, ARB Survey 








C. T. Lucy, President & 


STATION A-STATION B WRVA-TV 
Sign-on to noon 19.4 28.0 52.2 
Noon to 6:00 p.m. 18.3 26.3 54.7 
6:00 p.m. to Midnight® 31.6 35.7 32.5 
Sign-on to sign-off 25.6 33.0 41.6 


*By the time you read, these figures may have changed 
We're working like beavers on it 


WR VA-LDV csnens, vrei 


CBS Basic Channel 


Represented nationally by Harrington, Righter and Parsons, Inc. 


Barron Howard, Vice President and General Manager 
James D. Clark, Jr., Sales Manager 
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Like a beacon, reaching nearly one-fifth of 
a mile into the sky, stands the WIAR-TV 
tower . . . while the level lands of Tidewater 
Virginia and Carolina stretch far and 
away, comprising 1,775,000 people, and 
more than $2% billion buying power 
within our coverage area! 

And in this coverage area, everything is 


"How For That Little Candle Throws His Beams!" 


..+.%. . HEATHSVILLE 
NNOCK: = Seles": 





% “The Merchant of Venice”... Act V, Scene | 


growing. Here are the facts, from the Sales 
Management 1957 Survey of Buying 
Power, and all of them are greater than the 
year before: Population, 1,775,000; families, 
461,000; buying power, $2,544,075,000. 

The July 1 set count, 422,196. 

Write for more information, or see your 
Petry man. 











(088) Lied Dominant in Tidewater Virginia 
P e Edward Petry & Company, Inc 
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Changing Television Markets, continued 


buying power of $65 million. The 
Petersburg-Hopewell prospective met- 
ropolitan area has a population of 
98,000 and buying income of $128 
million. 


Its station, WXEX-TV, ch. 8, went on 
the air Aug. 15, 1955. Located at 
124 W. Tabb St., in Petersburg, and 
with offices at 6200 Broad St. Rd., in 
Richmond, the station has 316 kw 
visual and 158 kw aural operating 
power. Coverage reported by the sta- 
tion is 425,000 b&w and 200 color 
receivers. 

The station is represented by Na- 
tional Select Station Representatives 
and Forjoe & Co. It is owned by 
Thomas G. Tinsley Jr., 43.8 per cent, 
and Irvin G. Abeloff 5.8 per cent. Mr. 
Tinsley is president, and Mr. Abeloff 
vice president and general manager. 
Robert A. Currie is operations man- 
ager. The station is a primary NBC- 
TV affiliate. 

“We provide a_ well-rounded 
schedule of local and NBC-TV enter- 
tainment,” says Mr. Abeloff. “We con- 
stantly try to improve our religious, 
agricultural, educational, public affairs 
and news services to all the people in 
the entire area of our signal. 

“Virginia has a stable prosperity,” 
Mr. Abeloff continues. “It grows stead- 
ily without sudden zooming booms 
but, also, without sharply depressing 
busts. Television is one of the many 
forces that will keep Virginia prosper- 
ing, and television will continue to 
grow along with all other business in 
Virginia.” 

Richmond, capital of Virginia, has 
a metropolitan population of 380,000 
and income of $715 million. Retail 
sales are estimated at $460 million. 

Stations in Richmond are wRvA-Tv, 
ch. 12, and wrtvr, ch. 6. 

WRVA-TV is located at 5221 Mid- 
lothian Pike. The station went on the 
air April 29, 1956, and power was 
increased and a new tall tower put 
in effect Sept. 22, 1956. Operating 
power is 31.65 kw visual and 15.83 
kw aural. National representatives 
are Harrington, Righter & Parsons. The 
company is owned by Larus & 
Brother, 60 per cent, and Neighbor- 
hood Theatres, 16.6 per cent. Execu- 
tives include C. T. Lucy, president; 
Barron Howard, general manager, and 
James D. Clark Jr., commercial man- 
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VIRGINIA MARKET DATA BY COUNTIES 
a ~ we Buying Income Total 


Retail Auto- 
Pop- Per Sales Food motive Drugs 
Counties ulatieon ($000) Capita Family ($000) ($000) ($000) ($000) 
ER sc ic e ta cam € 34.7 37,324 1,07 3,695 28,630 7,917 2,987 625 
Albemarle!..... . 56.0 79,7 1,423 5,652 63,070 15,548 11,076 1 7 
Alleghany?.... . . 30.2 39,414 1,305 5,119 25,554 7,577 5,149 850 
EG Saks 6 are 8.2 6,187 755 3,639 3,685 259 585 110 
Amherst... . . 19.6 16,337 834 3,799 8,141 3,055 1,560 199 
Appomattox. . . a 8.8 7,960 905 4,189 6,703 862 2,412 209 
Arlington’... . 5, ee 761.564 3,062 10,347 347,236 9 66 483 17,370 
Augusta‘... .. . oe 90.634 1,259 5,035 68,598 12,684 17,057 1,785 
Milad eost<, 0 5.9 5.821 9R7 3.881 4,323 396 883 203 
Bedford 29.7 27.607 930 3.731 17.819 4,747 4,026 226 
Bland... ... ‘ 6.2 4.559 735 3.256 2,672 937 1,068 - 
Botetourt. . . . 16.0 15.226 952 3,904 7.794 2.078 1,382 166 
Brunswick. . . 20.4 15,432 7 3.674 11,062 1,700 2,529 233 
Buchanan. . . . a 29.328 721 3.621 14,114 3,111 3,150 79 
Buckingham. ;. aon 8.408 731 3.363 6,051 690 744 206 
Camohbell. . . . . 81.9 112,676 1,37 5,216 97,568 19,996 16,424 3,645 
Caroline... .. . 12.0 10,180 848 3.915 9,055 1,290 1,632 169 
Carvell....... exiece ae 21.0955 757 3.096 22,309 4,425 5.878 423 
pe ag Torre e. 8.859 651 2.858 5,729 556 1,678 lll 
Charles City. eS TR AA 4.7 3.163 73 3.514 529 381 — 
Chesterfield. . . -. 8.8 78.375 1.522 6.220 12,188 2,652 2,272 102 
IRL » cnteeass ~ 7.3 8.390 1,149 4.661 8,75 4,061 509 299 
. _ AEReneates ; 2.8 2.044 730 2.920 1.565 385 348 — 
Culvever . niarusees ‘en 13.737 1,010 4.163 15.224 2,973 2,055 488 
Cumberland. . . 6.8 A732 696 2.958 2.182 734 58 46 
Dickenson... . . 98.1 18,424 724 3.543 7.542 1,886 1.834 159 
Dinwiddie . 7.0 64.559 1,133 4.611 66.465 14.647 12.828 2,476 
Elizabeth C ‘ity’. ‘ — _ — — — 
asad dea ee 6.1 5 018 823 3.584 9.428 939 2,577 258 
Fairfax!....... 181.6 392.968 2.164 8.694 115,839 39.598 21.950 5,753 
Fauquier i 21.7 23,831 1,098 4.413 18.354 3,550 2.938 484 
So wind inns . wee R023 699 2,975 5.166 77 1,918 OR 
Fluvanna....... » ae 5.701 905 3,563 2.450 428 156 255 
Franklin. ..... , ae 18.611 750 3,265 13,547 2,209 2,495 299 
Frederick®... . . . 324.8 43,140 1.240 4,494 48.669 6.845 9.291 1,333 
ee ies . 21.8 24.499 1,124 4.804 14.142 2.242 2.900 2 
Gloucester... . .. . W.4 9.199 885 3,172 9,17 2,298 1,874 214 
Goochland. .. . . 9.1 6.564 721 3,861 2.223 624 142 57 
Grayson...... 7-2 19,558 901 3.492 5,218 RRR 722 167 
Greene. A ale 4.6 3.460 752 3,145 2.454 27 1,032 
Greensville ; 17.0 14,834 87: 3.804 12.789 2.971 2.642 402 
Halifax... ... .. 40.4 22.083 794 3,487 25,223 4.226 6.911 755 
Hanover a a. ae 25. R66 1,191 4.619 15, 7A7 3.785 4.226 416 
Henrico"... . . .. 318.6 579,279 1.818 6.494 424074 Q1 _2R7 42,542 15,251 
Henrv!! ‘a ae 63, ROR 1,197 4.985 7.645 11.814 10.927 1,160 
Highland. . RR 2.524 7 3.168 1,483 132 294 
Isle of Wright 15.4 15, Q47 1,037 4.562 10.174 2.079 2.222 223 
James City!?. . 15.0 7.668 1.17 6.544 7.851 4,257 3.284 757 
King and Queen 6.5 5.259 RN9 3.75 2.3222 314 Rat 
King George 7a 8.804 1.204 4.891 3.608 1,026 R89 12 
King William 7.8 7.682 985 4.043 9.020 2.169 2.008 194 
Lancaster. . . R.2 8.108 9R9 3.685 10,994 2,588 3. R06 273 
Lee 26.1 23.595 654 2.949 10.064 2.004 1.653 258 
Loudoun. 21.5 24,266 1,129 4.758 22.793 4.980 5.747 474 
Louisa... . 12.5 9.345 748 3,115 8.861 1,545 1,980 268 
Lunenburg. 14.2 13,790 964 4,056 7.930 1,601 1,149 27 
adison 8.5 5.872 691 yo 2,846 A17 583 144 
Mathews. nel 6.3 6.053 961 3,783 4,770 889 1,290 109 
Mecklenburg . ‘ 35.0 33,091 945 4,085 29,412 4,794 7,652 755 
Middlesex . : 6.9 6.200 899 3,263 5, 782 1,653 RAT 363 
Montgomery®.. || |. {2.7 55,195 1,263 5,207 35,815 8.264 8.561 1,294 
Nansemond'‘. . 29.6 41,947 1,059 4,153 36,118 8.388 5,641 1,221 
Nelson... .... <a” ee 9,712 719 3,025 4,562 1,643 554 43 
New Kent... ines 4.8 3,550 3,550 2.436 492 544 - 
Newnort News!5 R45 201,193 1,632 6,226 185,014 46.651 26.863 5,782 
Norfolk"* -..-.+- 474.2 819,203 1,727 6,197 512,307 114.815 90.768 17,196 
Northampton. sane os 15,631 925 3,474 15.514 5.222 2,142 541 
Northumberland..... 9.6 9,024 949 3.760 5.200 1. 0R2 956 132 
ottoway...... 17.8 20.354 1,143 4,626 15,212 3,079 3,205 608 
Orange. . 13.0 14,428 1,110 4,509 12,692 2.7 2.685 444 
Saas 15.2 14.087 927 3.707 9.326 2,256 1,122 285 
Patrick . See .. 15.6 12,114 777 3,365 6228 1.168 1,821 17 
Pittsylvania!’ --. 113.0 197.014 1,151 4.648 85.626 18,879 15,668 2,295 
‘owhatan. . . 2 5.7 5,266 924 4.288 2.565 423 1.655 
Prince Fdward.... 15.5 16.438 1.041 4.442% 16,789 2,481 3.202 531 
Prince George!® ; 41.0 63 895 1.556 7,012 26.448 11.446 4,856 7 
Princess Anne!® ... 6.1 101,802 1.540 6,323 48,005 14, 288 8,082 1,548 
Prince William. 23.7 26.693 1,548 7.056 28.459 6,439 4,750 1,370 
| SRS Sa 30.1 32,471 1,07 4,27: 22.124 5,619 5,001 686 
Rappahannock. 5.8 3,531 609 2,522 2,549 772 525 
Richmond... ... 5.8 5,315 916 3.796 16,331 1,380 6.270 580 
oanoke?? 144.9 239 596 1.654 6,035 176,439 36,048 31,094 6,303 
Rockbridge”... ...... 29.6 26, 87 1,246 5,122 20,440 4,892 3,725 650 
Rockingham”... . . 49.0 58,707 1,198 4,659 69,261 6.437 10.771 1,246 


(Continued on page 72) 
The figures in the ahove table are reorinted with permission of Sales Management Meazine, the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not licensed 


1Athermarle County combined with Charlottesville (Independent City). 
2Alleghany County combined with Clifton Forge (Independent City). 

3Arlington County combined with Alexandria (Independent City). 

‘Augusta County bined with S and Wayneshoro (TIndnendent” Cities). 
5Campbell County combined with I.wnchburg (Independent City). 

‘Dinwiddie County combined with Petersbure (Indnendent Citv). 

In 1952 the counties of Elizabeth City and Warwick officially became the Independent Cities of Hampton 
and Warwick. Since the Indenendent City of Newnort News had been grouped previously with these counties, 
it is now included with the cities of Hampton and Warwick as a new “county” called Newport News, to keep 
the state total additive. 

‘Fairfax County combined — Falls Church (Indevendent City). 

°F rederick County ith Wi (Ind t City). 

10Henrico County combined with Richmond (Tndnendent Citv). 

''Henry County combined with Martr<ville (Independent City). 

2James City County combined with Williamsburg (Indpendent. City). 

Montgomery County combined with Radford (Indenendent City). 

ee County combined with Suffolk (Indpendent City). 

ote 

Norfolk County combined with Norfolk, Portsmouth and South Norfolk (Independent Cities). 
"Pittsylvania County combined with Danville (Independent City). 

18Prince George County combined with Hopewell and Colonial Heights (Independent Cities). 
19Princess Anne County combined with Virginia Beach (Independent City). 

2°Roanoke County combined with Roanoke (Independent City). : 

Rockbridge County combined with Buena Vista (Independent City). 

2Rockingham County combined with Harrisonburg (Independent City). 
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FOR 10 STRAIGHT MONTHS 
THE LATEST MAY-JUNE PULSE PROVES IT AGAIN 























Pr 5b A Mip.| 37 
eutanm\|<- 22 
Riedy | “ 3 O 











AND WTIVR HAS 5 OUT OF THE 15 TOP WEEKLY PROGRAMS 
PLUS 4 OUT OF THE 10 MULTI-WEEKLY PROGRAMS 


DOMINANT IN ne 


MONTHLY, WEEKLY AND DAILY—DAY AND NIGHT 
SEE NEILSEN COVERAGE SURVEY #2 


DOMINATE IN RESULTS 


BY CALLING ANY BLAIR TV OFFICE 
OR Wilbur M. Havens 5-8611 
WTVR—RICHMOND, VA. 








Changing Television Markets, continued 


ager. The station is a CBS-TV basic. 

“Richmond is a part of the growing 
South,” says Mr. Howard, “and will 
share accordingly in the increased 
growth and prosperity. WRVA-TV is a 
part of Richmond.” 

WTVR first filed application for a sta- 
tion in 1944 and was granted a cp in 
1946. The grant was one of the first 
six in the nation. On April 22, 1948, 
the station went on the air. As early 
as 1944, Wilbur M. Havens, president 
and general manager, had said: “Of 
all post-war developments promised by 
progress in the art of science and 
radio, television shows the greatest op- 
portunity. Television will open a new 
era of broadcasting entertainment, in- 
terest and education to the home. 
Furthermore, it will be a development 
of great economic and social signifis 
cance to labor, industry and govern- 
ment.” Initially, programming was two 
hours each evening. Today the station 
is on the air from 6:55 to 12:30 a.m., 
seven days a week. Set circulation has 
grown from 1,000 in 1948 to an esti- 
mated 425,000. 'n 1954 the station 
completed construction of its 1,049- 
foot antenna and began operation on 
maximum power of 100 kw visual and 
50 kw aural. 

The station is represented nationally 
by Blair Tv and is owned by Wilbur 
M. Havens, who is president, general 
and commercial manager. Walter A. 
Bowry Jr. is assistant general manager 
and assistant commercial manager. It 
is an ABC-TV primary affiliate. 

“Television is not new to Richmond, 
says Mr. Bowry. “wtvr began opera- 
tion in 1948. Richmond’s past progress 
and prosperity certainly can be much 
attributed to wtvr, the South’s first 





It was in this little Richmond church, erected in 1741, that Patrick Henry de- 
livered his immortal “liberty or death” oration. 


television station. The progress made 
to date can be indicative of the pre- 
diction of the future, when Richmond’s 
population is estimated to increase 
conservatively 60 per cent by 1980. To 
sustain this. increase there will be 
created 2,500 additional jobs per year. 

“Television undoubtedly will play an 
important part in increasing the area’s 
retailing and manufacturing vitatity, 
which is essential to healthy growth 
and development,” Mr. Bowry con- 
tinued. “These are the promises that lie 
ahead for Richmond, and ones which 
television will prove a powerful eco- 
nomic, social and educational force in 
bringing it about.” 

Roanoke city has an estimated popu- 





VIRGINIA MARKET DATA BY COUNTIES (Continued from page 68) 


-—-Effective Buying Income Total 
Net 


Pop- Dollars Per 





Counties ulation ($000) Capita 
Russell... . 27.2 732 
Scott. . bane 26.8 764 
Shenandoah 21.2 954 

miyth...... 31.6 880 
Southampton 27.0 77 
Spotsylvania” 25.5 1,405 
Stafford. . 13.2 1,062 
Surry... 6.5 856 
Sussex... . 13.0 808 
Tazewell. 51.2 994 
Warren 17.2 1,301 
Washington” 56.6 952 
Westmoreland 10.9 911 
, RERRERSS soe) fee 2 
SRS aes 24.2 2: 878 
, eee ae = 16.6 20,743 1,250 


Retail Auto- 
Per Sales Food motive —- 
Family ($000) ($000) ($000) ( 





3,263 7,445 2 1,753 207 
3,148 12,854 3 357 
3,613 19,536 3 3,2 7 
3, 863 22,063 4 4.4 720 
3,757 20,322 1 4, 554 
5,510 44,925 8 10, 1,380 
4.382 4,314 1 - _ 

3,708 1,934 438 179 
3,749 9,193 1 1,744 283 
4,351 26,324 7 4,967 73 
4,974 15,086 3 2,932 493 
4,050 42,290 9 7,094 1,075 
3,545 10,211 2 2,227 291 
3,828 30,326 7 6,618 818 
3,662 17,937 3 3,600 419 
4,939 10,334 1 2,265 1,416 


The figures in the above table are reprinted with permission of Sales Management Magazine, the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not licensed. 


3Spotsylvania County combined with Fredericksburg (independent City). 
“Washington County combined with Bristol (Independent City). 


72 August 26, 1957, Television Age 


lation of 108,000, with a county popu- 
lation estimated at 150,000. But the 
greater Roanoke market. which include 
some 58 counties in Virginia, West 
Virginia and North Carolina, covers a 
population area estimated at 2,209,- 
500, with retail sales of nearly $2 
billion. : 

Roanoke has two television stations, 
wpBJ-TV, ch. 7, and wsts-Tv, ch. 10. 

WbDBJ-TV went on the air on Oct. 
3, 1955, from studios in Roanoke’s 
Mountain Trust Building. In January 
1956 permanent studios with all new 
equipment were completed and put to 








wavy-tv Norfolk will make its 
debut Sept. 1 as an ABC primary 
affiliate. Carl J. Burkland is exec- 
utive vice president and general 
manager of the ch. 10 station, 
which will operate at maximum 
316 kw power. Serving an esti- 
mated 1.7 million population in 


area, the station reports there are 
310,000 receivers in use. H-R 
Television, Inc., New York, is 
national representative. WAVY-TV 
is RCA-equipped and is prepared 
for color (network, film or 


slide). 


WAVY-TV Debut 


the Norfolk-Hampton-Portsmouth : 

















——— ~~ ——_. S—9- —— 




















NOW IN 


ROANOKE 


and Western Virginia 


WDBJ-% 


presents 


followed by 





use in the Times-World Building on 
Campbell Ave. The station operates 
with 316 kw visual and 158 kw aural 
power. It covers an estimated 402,000 
b&w and 1,000 color receivers. The 
_ station is a CBS-TV primary affiliate 


| 


| and is represented nationally by Peters, 
| Griffin, Woodward. Owners are the 
Times-World Corp. Ray P. Jordan is 
vice president for broadcasting, and 
John W. Harkrader is assistant vice 
president for broadcasting. 


| “Roanoke city represents one of the 
| outstanding records of growth and de- 
| velopment in the United States,” Mr. 
| Jordan points out. “It has come from 
| a population of 669 people in 1882 
| to an estimated 108,000 people in 1957 
| —-just 75 years iater. The metropolitan 
| area population is 144,900—2,250,000 
| people live within a comfortable three- 
| hour driving radius. Only Roanoke tele- 
vision stations ably cover all of this 
| rich and growing market-place. 

| “As the television continues to grow 
at a fast pace, along with Roanoke 


and its market area, we believe our 
| ability to serve the needs and interests 
of viewers will grow at a faster pace 
than any other means of communica- 


ie a 
| tion. On such terms we can predict 


only outstanding success for WDBJ-TV 
the | as an advertising medium.” 


Famous Feature Movies 





Monday through Friday 
4:00 to 6.05 P. M. 


Your Peters, Griffin, Woodward 
“Colonel” can give you the full story con- 


cerning participations. Call him now! 


ROANOKE, VA. 


Owned and operated by 
the Times-World Corp. 





| WSLS-Tv is located at Church & 
Third Sts. SW. The station went on 
the air Dec. 11, 1952. It has an operat- 
ing power of 316 kw visual and 118 


kw aural. Coverage area is estimated 
at 402,000 b&w and 1,000 color sets. 
The station NBC-TV 


affiliate, with some ABC-TV programs. 


is a primary 





Owned by the Shenandoah Life In- 
surance Co., WSLS-TV is represented na- 


tionally by Avery-Knodel, Inc. James 
| H. Moore is executive vice president, 
and H.S. Fitzpatrick assistant manager 
that 


| covers a 58-county area, with 68-per- 





Executives estimate WSLS-TV 


| cent television coverage. In this area 
| consumer spending is estimated at 
| $2.7 billion. Food sales are $456 mil- 
lion, drug $55 million, general mer- 
| chandise $235 million, apparel $108 
| million, automotive $403 million and 
| filling stations $174 million. Gross farm 
| income is estimated at $351 million. 
| “The circle of 
reaches a $2-billion market and brings 
548,200 households within sales range,” 


a station executive says. 


WSLS-TV_ influence 








Hi, Honey... 


an’ you, too, dahlin’ .. . 





. . . you all lookin’ ‘round for a nice 
lil ol’ Television Station down heah 
in the Ol’ Dominion to se!l a couple 
million folks y' all's products? That 
precious Mistuh Paul and the fe/las 
at TELEVISION AGE have printed 
all these lovely facts and figures 
about the ROANOKE TELEVISION 
MARKET. An’ sugah . . . you just 
talk to those sweet lil ol’ dolls at 
AVERY-KNODEL about the avails 
they've picked out specially for you. 
You don't have to look any farthuh, 
magnolia blossom, ‘cause lil ol’ 
WSLS.-TV is the "best lookin'" Tel- 
evision Station in 58 counties. That 
Mistuh Jim Seiler at ARB wrote us 
all ‘bout that last Spring. (He's a 
dol, too!) Call me up, anytime, 
sweetie . . . you'll get results on the 
Channel people in Western Virginia 
know best. 







‘Bye now. 


WSLS-TV 


Channel 10 
316,000 watts 
ROANOKE, VA. 
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FREQUENCY DISCOUNT STRUCTURE... 
allows flexible spending 


PROGRAMMING THE BEST OF NBC-ABC 
Supplemented by CBS 


3% BILLION DOLLAR MARKET 


2% MILLION POPULATION CONCEN- 
TRATION 


FULLY EQUIPPED ... AND STAFFED... 
to handle any sales campaign. Already selected 
as a National test station by 1 advertiser. 
(Name on request) 


HIGHEST TOWER 
TOP POWER 


REPRESENTED BY 


H-R Representatives 
Nationally 


F-J Representatives 
Atlanta 


BIG REASONS 


why you should buy 
WSOC-IV charlotte 





BEST TECHNICAL FACILITIES. .. LATEST 
EQUIPMENT 

Highest tower-Maximum power-Located 18 miles 
closer to greatest populated area 


ADVERTISING AND PROMOTION ... 
Newspapers, Magazines, Billboards, Buses, letters 
to trade 


EXCLUSIVE IN-STORE MERCHANDISING 
in largest chain Super Markets 


AVAILABILITIES IN 14 MILLION DOLLAR 
WARNER BROTHERS MOVIE PACKAGE... 
plus POPEYE CARTOONS and other local features 








CHARLOTTE, N. C. 
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TELEVISION AGE 


FF” the first time in its 10 years, 
spot tv buying is going into a 
period that calls for new formulae and 
standards and a much more thorough 
evaluation of tv stations as entities— 
their programming, audience loyalty, 
facilities—even the ability of manage- 
ment, in the opinion of Edward Petry, 
president of the station-representative 
firm that bears his name. 

During the next six weeks at least, 
the old yardsticks will be out the win- 
dow, says Mr. Petry. The value of 
spring and summer rating books will 
be at their lowest in years. The same 
goes for the cost-per-thousand calipres 
based upon them. 

Of greater importance than ever be- 
fore will be a correct appraisal of each 
station’s standing in its market, a feel- 
ing for the calibre of its management, 
the study and weighing of a property’s 
fall programming plans, full under- 
standing of its publicity, promotional 
and merchandising set-up and knowl- 
edge of the comparative standing of its 
local talent in the market. 

Mr. Petry lists five reasons why these 
factors will predominate as the major 
considerations in successful buying. In 
the meantime, the slide rule should rest 
—and Mr. Petry hopes, rust—till the 
October books hit the industry’s desk. 
Following are the Petry reasons: 

e 1. With ABC-TV having come into 
its own at last, this is the first year in 


a review of 
current activity 
in national 
spot tv 


which all three networks are off to an 
equal start from the standpoint of full- 
period programming with strong fare 
all around during prime time. For the 
very first time, it’s a horse apiece in 
the network race this year, with the 
odds on the winner a toss-up. 

e 2. Network programming has re- 
mained relatively stable (for televi- 
sion) from year to year—until now. 
In the fall of 1956 the schedules of the 
three networks featured roughly 75 
per cent of the programming with 
which they kicked off in 1955. But the 
1957 line-up bears no resemblance to 
last year’s. 

e 3. The more progressive stations 
in major markets have developed new 
formats for programming their °57-’58 





Hal Davis, buying for Standard 
Brands’ Instant Chase & Sanborn Cof- 
fee at Compton Advertising, Inc., 
N. Y., currently extending schedules. 
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REPORT 


local time and/or worked out new 
wrinkles for the presentation of their 
established winners. In some markets 
there will be a heavier emphasis on 
film. In others the return to a pre- 
ponderance of local originations seems 
indicated. Fluctuations in such trends 
are on a market-by-market basis. And 
it takes intuitive, well-informed station 
management to adjust the gauges of 
successful local programming for its 
area from month to month and from 
year to year. 

e 4. The next few weeks will see 
the launching of many untested film 
packages. There are no track records 
on these shows, making the fourth un- 
known factor in this fall’s spot tele- 
vision picture. 

e 5. Because of the hundreds of 
changes that have taken place in tower 
heights, power and network affiliation, 
most of the coverage data now on hand 
is completely obsolete and in many 
cases downright misleading. 

So, with the slide rule temporarily 
stashed, Mr. Petry respectfully sug- 
gests that the buying executive take a 
longer look at and place greater weight 
upon the tv station’s standing in its 
community, its fall programming 
plans, the stature of its local talent 
within its area, its press ties, promo- 
tion prowess and merchandising 
muscles and the honesty, reputation 
and sincerity of its management. 
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YOUR FILM 








If so, you've a right to be “hopping mad”’—especially if picture “‘smog,” 


inflexible film presentations and high operating costs are 


blocking your progress. Better do something about it! Find out how to... 


1. Get the kind of picture quality that advertisers and television 
audiences want. 


2. Get this picture quality and enjoy low operating costs at the same time. 


3. Get the kind of expert programming that sparks and holds 
viewer interest. 


Let us show you how to plan your system to get 
these desired advantages. See your RCA Broad- 
cast Representative. Have him acquaint you with 
RCA’s comprehensive TV Film Facilities—for get- 
ting better pictures and lower operating costs for 
both Color and Monochrome. 





RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
Tmk(s) ® CAMDEN, N. J. 





In Canada: RCA VICTOR Company Litd., Montreal 
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ADELL CHEMICAL CO. 


(Jackson Associates, Inc., Holyoke, 
Mass.) 

In extending its already heavy spot 
schedule, LESTOIL is branching into the 
middle west. Eleanor Miller is the timebuyer. 


AMERICAN CHICLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 

N. Y.) 

Availabilities are being looked at for a 
new campaign for DENTYNE. Pete Triolo 
is the timebuyer. 


AMERICAN PENCIL CO. 

(Doyle Dane Bernbach Inc., N. Y.) 
A campaign of chiefly 60’s will begin 

in late September for VENUS COLORING 
SET. The number of markets involved 

is six. Jean Simpson is the timebuyer. 


AMERICAN SUGAR CO. 
(Ted Bates & Co., Inc., N. Y.) 


A new campaign of daytime minutes for 
DOMINO is being initiated in an extensive 
list of markets over the country starting 

in September. Bob Gruskay is the timebuyer. 


AMERICAN TOBACCO CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The current HIT PARADE campaign which 
is initiating a crush-proof pack sees buys 
in 10 to 15 of the major markets, with 
principal concentration in New York, 
Detroit, Philadelphia, Chicago and some 
on the Pacific Coast. The plans are for 
13-week schedules, and wherever these are 
successful, there will be renewals. 
Nighttime minutes are preferred, but the 
company will also pick up some daytimes, 
20’s or station breaks when it is expedient. 
This is all in addition to the company’s 
alternate-week sponsorship of Bachelor 
Father on CBS and Your Hit Parade on 
NBC, both programs to begin in the fall. 
Hope Martinez is the timebuyer. 


ANAHIST CO. 
(Ted Bates & Co., Inc., N. Y.) 


The fall campaign, covering about 200 
markets (see Spot Report, July 15), will be 
“one of the biggest cold-remedy campaigns 
in history.” It will consist mainly of 
nighttime minutes. Chet Slaybaugh 

is the timebuyer. 


ANGLESEY CAFE 


(Jackson, Haerr, Peterson & Hall, Inc., 
Peoria) 


The Minneapolis office of the agency is 
introducing a “Gracious Hospitality” 
campaign for this recently acquired 
restaurant account. Television plans include 
spots in a five-state upper midwest area, 
plus local spots. Joe Brush, account 
executive, is the timebuyer. 


BLOCK DRUG CO. 
(Lawrence C. Gumbinner Advertising 
Agency, Inc., N. Y.) 


This company, which acquired REM last 
November, is bringing it into the spot 
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CHARLES E. MIDGLEY has re- 
cently been elected vice president 
at Ted Bates & Co., Inc., New 
York. He has been with the company 
for the past seven years and will con- 
tinue in his present capacity as man- 
ager of media. 


INEZ AIMEE has been appointed 
tv and radio timebuyer at Atherton & 
Currier, Inc., New York. Working with 
Hubert Sweet, media director, she will 
handle Brylereem and Eno for Harold 





F. Ritchie, and Cuticura for Potter 
Drug & Chemical. She was formerly a 
supervisor in the tv and radio depart- 
ment of BBDO and before that was 
with the John Blair Company. 


BILL HINMAN, who has been time- 
buyer on Phillips Petroleum and List- 





Personals 


erine for Warner-Lambert at Lambert 
& Feasley, Inc., New York, has been 
promoted to media director at the 
agency. 


GEORGE JOHNSTON has been ap- 
pointed media director at Brooke, 
Smith, French & Dorrance, Inc., 
Detroit. He will assume responsibility 
for all the office’s media planning and 
departmental operations and will also 
be consultant for the agency’s New 
York office. Mr. Johnston, who was at 
one time manager of the Detroit 
branch of the Compton Agency, joined 
BSF&D in 1934 and became vice presi- 
dent in 1945. He has served the agency 
as account executive, account super- 
visor handling the Hudson division of 
American Motors, and manager of 
media. 


PAT HAWLEY, Procter & Gamble 
timebuyer at Dancer-Fitzgerald-Sam- 
ple, Inc., New York, has just become 
engaged to Donald Riefler, assistant 
treasurer of the Guaranty Trust Co. 
The nuptials are scheduled for Oct. 12. 


BERNICE GUTMANN, at her new 
post as media director at Daniel & 
Charles, Inc., New York, will be buy- 
ing time and space on all the agency’s 
accounts. She had formerly been with 
Dorland, Inc., in a similar capacity. 








picture, together with other products, 
this fall. Until availabilities are selected, 
however, the number of markets to be used 
will remain undisclosed. Diane Neugarten 
is the timebuyer. 


BREAST-O-CHICKEN, INC. 
(Guild, Bascom & Bonfigli, Inc., 


San Francisco) 


Though its original extensive list for 
placement of BREAST-O-CHICKEN TUNA 
on half-hour shows has been cut back to 
Denver, Louisville, New Orleans and 
Washington, look for more action in the 
near future. Rod MacDonald, vice president 
in charge, is the contact. 


BRISTOL-MYERS CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

TRIG, a new roll-on deodorant, is being 
tested with minutes and 20’s in Buffalo 

and Fresno. It is expected that other 
markets will be added. Ed Fleri is 

the timebuyer. 


CHESEBROUGH-PONDS, INC. 
(McCann-Erickson, Inc., N. Y.) 
The annual PERTUSSIN campaign will 


get off to an early October start in tv and 
radio. Though last year only a few television 
markets were employed, the count this 


season will be 20 to 25. The effort will be 
scattered and will include mainly the large 
cities. It is anticipated that Class A 20’s and 
fringe 60's will be used, but this will vary 
in some markets, and there may even be 
some daytime scheduling. Warren Stewart 
is the timebuyer. 


CHOCK FULL O’ NUTS CORP. 
(Grey Advertising Agency, Inc., 
N. Y.) 


The coffee division has renewed its 
Saturday-night newscast on WNAC-TV Boston 
and is looking for a five- or 10-minute 
news or weather nighttime show in 
Hartford-New Haven to begin in 
September. Joan Stark is the timebuyer. 


COCA-COLA BOTTLING CO. 
OF NEW YORK 


(Marschalk & Pratt, N. Y.) 


Tv spot looms prominently on the fall 
scene, though subject to review as far as 
number of markets and distribution. 
Aiming at a family audience, the company 
will be using nighttimes, mainly 20’s, some 
minutes and a few ID’s. Marshall Hurt, 
group head, is the contact. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 


The summer hiatus for AD detergent 
which started June 15 is just about over. 
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One of America’s Great AREA Stations 








STATION SUMMARY DATA—NCS 1956 














MARKET COVERAGE COUNTIES TON AREA Tn Anta 
Monthly Coverage Area 41 869,600 747,640 
Homes Reached: TOTAL rorat BOMES Tv HOMES 
Monthly 417,900 48 56 
Weekly 393,620 45 53 
NCS DAY-PART CIRCULATION Once ‘A WEEK DAYS “A WEEK DAYS ‘h WEEK AVERAGE 
Daytime Viewer Homes 327,900 261,640 205,110 236,380 
Nighttime Viewer Homes 386,330 340,980 278,410 303,400 








National Representative: George P. Hollingbery 
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Schedules of daytime 60’s in 21 markets 
are set to begin Sept. 15. As presently 

set up, they will run for the balance of 
the year. Abbott Davis is the timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., N. Y.) 


For HOSTESS cakes, the company is 
looking at quarter-hour and minute 
availabilities for the fall. The daytime tv 
push will be aimed at the moppets in 30 or 
more markets. Bob Graf is tne timebuyer. 


ECONOMICS LABORATORY, 
INC, 

(J. M. Mathes, Inc., N. Y.) 

In September a campaign will start for 
SOILAX and SOIL-OFF. It will consist of 
20’s and minute participations in local 
shows. Total number of markets to be 
used is about 40. The schedules generally 
will run for 13 weeks, although they will 
vary in some cases. After this campaign 

is over, these products will be off tv until 
the spring. Edna Cathcart is the timebuyer. 


FREIHOFER BAKING CO. 
(Richard A. Foley Advertising Agency, 
Inc., Philadelphia) 

The maker of PERFECT bread will sponsor 
ABC Film’s 26 Men in Philadelphia, 
Lancaster, York, Harrisburg and 

Salisbury, Md. Wesley Winning, vice 
president and media director is the contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


There is activity on YUBAN coffee, 
involving placement of nighttime ID’s. 
In some cases the buys will run for four 


weeks. Dick Walken is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


A special tv spot drive is being prepared 
for JELL-O CHIFFON. It will involve the 





[ CHEVROLET ‘“ 
| DE SOTO 
FORD 
oo BUICK 


_ Lufkinand East Texas 





oe 


§ MS 


_ KTRE-TV 


Lufkin, Texas 


Represented by Venard, 
Rintoul & McConnell, 
Inc. 
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Ed Fleri, timebuyer at Batten, Barton, 
Durstine & Osborn, Inc., N. Y., plac- 
ing tests for Bristol-Myers’ Trig. 


use of 60’s in about 50 markets. 
Bill Dollard is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc. N. Y.) 

A new instant orange-flavored breakfast 
beverage called TANG will be introduced 
next month in a test spot campaign 
involving midwest and southern markets. 
At press time no media assignments 

iad been made. 


GOLD SEAL CO. 
(Campbell-Mithun, Inc., Minneapolis) 


The GLASS WAX manufacturer is becoming 
active, looking for nighttime minutes to 
start in September. Pat Brower is the 
timebuyer. 


GREAT ATLANTIC & PACIFIC 
TEA CO. 
(Paris & Peart, Inc., N. Y.) 


For its A&P supermarkets, the company 
is placing ABC Film’s 26 Men in Buffalo, 
Syracuse and Pittsburgh. 

Weymouth M. Symmes is the timebuyer. 


H. P. HOOD & SONS 
(Kenyon & Eckhardt, Inc., Boston) 


This New England dairy producer will 
place the ABC Film’s 26 Men throughout 
its northeastern market area, plus 
Plattsburgh, N. Y. The company has used 


syndicated films in the past. Alice M. Liddell, 


media director, is the contact. 


ANDREW JERGENS CO. 

(Robert W. Orr division of Fuller & 
Smith & Ross, Inc., N. Y.) 

In the middle of October a spot tv 
campaign will get underway in 75 markets. 
It will consist of 60°s, 20’s and 10's, slotted 
in both daytime and nighttime periods. 
This drive precedes the lotion-maker’s 
move to Cunningham & Walsh, Inc., 

New York, at the end of November. 
Nina Flinn is the timebuyer. 


LEEDS CHEMICAL PRODUCTS 
co. 

(Leeds & York, Inc., Chicago) 
Package plans are being set for WOOLENE 
and M-O-LENE, using all minute and some 
three-minute day and night schedules in a 
scattered group of markets. 

Al Eicoff is the timebuyer. 





LEVER BROS. CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


As predicted in the June 3rd Spot Report, 
WISK is getting under way in a new 
campaign. As soon as the advertising 
budget is settled on, the company will 
begin picking up day and night minutes 
in southern and midwestern markets. 
Doug Yates is the timebuyer. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


Following its purchase of NBC-TV’s 
Court of Last Resort, the report from the 
agency is that no new tv spot activity is 
currenly planned for OLD GOLDS. 
Robert Kutchen is the timebuyer. 


P. LORILLARD CO. 
(Young & Rubicam, Inc., N. Y.) 


NEWPORT will remain in its present 
50-or-so markets and will open new markets 
as production increases. Now established 
in New York, on the west coast, in the 
mountain and New England states, and 
opening up currently in the Washington- 
Baltimore-Philadelphia-Pittsburgh area, 
the company’s next move will probably 
be into the midwest. As buying is done on 
a market-by-market basis, however, the 
buying pattern will be a bit erratic until 
production fills the demand in all areas. 
The company is using day and night 
minutes. Warren Bahr and Robert Gleckler 
are the timebuyers. 


LOWELL TOY CORP. 
(Harold J. Siesel Co., N. Y.) 


Promotion for the new game PERSON- 
ALYSIS, is aimed at an adult audience and 
will therefore be spotted around Class A 
time whenever possible and also late-evening 
shows. ID’s and 20’s will be used for the 
former and minutes for the latter. The 
television aspect of this all-media campaign 
will begin in the late fall and continue 
into 1958. It is expected that eventually 
all major markets will be covered. 

Bill Silverstein is the timebuyer. 


McKESSON & ROBBINS, INC. 
(Dancer-Fitzgerald-Sample, Inc. 
N.Y.) 


KESSAMIN, a weight-reducing aid which 
was introduced briefly on the NBC Home 
show in the spring, will be tested in 
mid-September in scattered markets 
throughout the country. The drive, which is 
scheduled to last about 10 weeks, looks 
to be using daytime minutes exclusively, 
although there may be a few exceptions. 
The company will be using some film and 
some live commercials. Dick McClenahan 
is the timebuyer. 


OIL HEAT DEALERS 
ASSOCIATION 


(Goold & Tierney, Inc., N. Y.) 


The group is panning four nighttime 
minutes and will sponsor the Weather 
Girl Mondays, Tuesday and Thursdays— 
the campaign to begin Sept. 2—on 
waBc-tv New York. The commercials are 
set to run for 13 weeks, but if the test 
proves encouraging, the time will probably 
be extended. And, though this is a local 
organization, strong success may prompt 
expansion into other markets. 

Louisa Vass is the tirhebuyer. 























YOUNG & RUBICAM,”© 
Advertisin eg 


NEW YORE + CHICAGO - DETROIT +» SAN FRANCISCO + LOS ANGELES « HOLLYWOOD « MONTREAL + TORONTO + MEXICO CITY - SAN JUAN + LONDON 





Follow through! 


One way to get better results . .. not only on the 
tee... buton TV!... is to “follow through” on 
your spot commercials, 

By personal visits to local markets and stations, 
Y & R’s Local Service Representatives often find 
better ways to integrate the commercial into pro- 
grams. 

They gather new information on the value of 


current time slots—bring about energetic, imagi- 
native local merchandising—and return home 
with a picture of a client’s spot activities all over 
the country. 


What it all adds up to is this: making friends 
with the local TV market can be an important 
step in getting customers to make friends with 
the products you advertise, 
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* CENTRAL 
AREA 
OF 
NEW ENGLAND 


Your client might raise CANE too if you 
overlooked the best buy in New England. 
*969,215 TV homes (not including thou- 
sands of Boston viewers) and a cost per 
thousand of $1.00 per thousand makes a 
call to your Forjoe office a good idea. 


TV Magazine June, 1957 
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You must use the most POWERFUL 
Station in Northeastern Pennsyl- 
vania’s Rich 17 County Area to 
really cover the market. 


* WILK-TV Reaches better than 
85% of the 314,984 sets in its cover- 
age area! 


* WILK-TV reaches more 
nity cable subscribers than any other 
station in the Wilkes-Barre-Scranton 
Area! 


* WILK-TV Provides clearer “‘line- 


of-sight” to all important surrounding 
population centers than any other 
Station in the area! 


* WILK-TV Carries your message 


from Reading to New York State— 
from Lock Haven-Williamsport Area 





to New Jersey! 


1 MILLION + WATTS 


GET THE FACTS! 


ue! 


a“ 


Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 
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PATTERSON-SARGENT CO. 


(D’Arcy Advertising Co., Cleveland) 
For BPS PAINTS D’Arcy is scheduling 


local campaigns in at least 20 markets in 
the fall, in addition to a series of 


participations on Today on 80 NBC stations. 


James Toedtman, account executive, is the 
contact. 


PHARMACO, INC. 

(Doherty, Clifford, Steers & Shenfield, 
Ine. °9 N. x. 

For FEEN-A-MINT and CHOOZ the 
company is setting up schedules of minutes 
to begin in October in about 150 markets 
throughout the country. Sam Vitt 

is the timebuyer. 


PROCTOR ELECTRIC CO. 
(Weiss & Geller, Inc., N. Y.) 

The company’s campaign is beginning in 
22 top markets across the country in 
September. It will consist of day and night 
minutes and ID’s. The drive will have a 
nine- to 10-week duration. Max Tendrich, 
vice president, is the timebuyer. 


HAROLD F. RITCHIE, INC. 
(Atherton & Currier, Inc., N. Y.) 


Another syndicated buy has been made 
for BRYLCREEM in two markets. ABC 
Film’s 26 Men has been bought on an 
alternating-week basis for San Francisco, 
Los Angeles and New York for 39 weeks. 
This follows the purchase last spring of 
NBC Film’s Silent Service in about 

17 markets (see Spot Report, May 20). 
lubert Sweet, media director, is the contact. 


RIVAL PACKING CO. 
(McCann-Erickson, Inc., Chicago) 
After a brief hiatus, the agency is resuming 
buying for RIVAL DOG FOOD, looking 
toward September or October starts. 
Primarily, nighttime minutes and 20’s will 
be used, but there will also probably 

be some daytime scheduling. 

Esther Anderson is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 
The drive for HUNT CLUB DOG FOOD 


is now set, having begun Aug. 12 in around 
40 markets. It will run for about 20 weeks 
with day and late-night minutes. Larry 
Donino is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 


INSTANT CHASE & SANBORN COFFEE 
is extending its schedule of nighttime 20’s 
in Detroit, Philadelphia and Cincinnati. 
This is effective through the fourth quarter. 
Hal Davis is the timebuyer. 


STANDARD OIL CO. OF TEXAS 
(White & Shuford Advertising, 

El Paso) 

This company has purchased 26 Men 
(ABC Film series) for the following Texas 
and New Mexico markets: Amarillo, Big 
Spring, Lubbock, Midland, San Angelo 
and Sweetwater and Albuquerque, Carlsbad 


and Roswell. Dan T. White, account 
executive, is the contact. 


TAYLOR-REED CORP. 
(Hicks & Greist, N. Y.) 


QT frostings will run a campaign of 
daytime minutes and 20’s in about a dozen 
markets beginning in early October. Included 
are Baltimore, Boston, Cincinnati, New 
York, Philadelphia and Washington. Stations 
have not yet been chosen. Vince Daraio 

is the timebuyer. 


WARNER-LAMBERT CO. 
(Ted Bates & Co., Inc., N. Y.) 


In time for the autumn-cold season, the 
company is introducing a new cold remedy, 
VIRASANT. This promises to be a large 
effort and will be spread across the country. 
Mainly nighttime minutes will be used. 
Larry Donino is the timebuyer. 


WARNER-LAMBERT CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

A ty-radio spot drive for BEAUTY CURL 


is under way in 40-50 markets. It will 
run for at least 13 weeks using chiefly 


minutes. Vera Brennan is the timebuyer. 








MOTION PICTURE COORDINATOR 


Extensive knowledge and experience in 
film production, distribution, promotion. 
Master Film Editor (six years exp.) 
Wharton School grad. Script writing. Crea- 
tive. Seeking responsible admin. position. 
Excel. refs. Box #462. 








STOCK SHOT 
FILM LIBRARY 


6,000,000 feet classified subjects 
35mm — 16mm B&W — color 


formerly Miles-Progress-Advance TV 


FILMVIDEO—333 west 52nd st., W.Y.c. 19 


Circle 6-4821 























WDXI-TV 


JACKSON, TENNESSEE 

















Covering half million 
people in the mid-South 


© Represented by Venard, 
Rintoul & McConnell, Inc. 
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Washington Memo 


RECAPITULATION TIME. Now that 
the first session of the 85th Congress 
has come to an end—barring a special 
session—it is appropriate to take stock 
of what happened on Capitol Hill in 
the field of television these past eight 
months and to attempt to project its 
impact. 

The major developments came in the 
form of reports, following extensive 
hearings by the Senate Interstate Com- 
merce Committee and the House Judi- 
ciary Anti-trust Subcommittee. The 
Senate committee, under the chairman- 
ship of Warren G. Magnuson, gave 
unanimous approval to issuance of a 
staff document which recommended 
substantial changes in network prac- 
tices, including elimination or modi- 
fication of option time and must-buy. 
However, the committee withheld its 
approval of the recommendations, 
pending submission of comments by 
the Federal Communications Commis- 
sion and the Department of Justice. 
Justice has filed its comments, advis- 
ing the committee that it will press its 
investigations of network operations. 
But the FCC must wait until it has 
finished its broad-scale network study, 
due for completion Sept. 30. 

The House subcommittee, under the 
chairmanship of Rep. Emanuel Celler, 
issued a report which recommended 
important revision by the FCC of its 
Chain Broadcasting Rules and, among 
other things, amendment of the Rob- 
inson-Patman Act to prevent networks 
from granting special discounts to 
large advertisers. 


INFLUENCE ON FCC. Both the Sen- 
ate and House reports may have great 
influence on the FCC in that they may 
prompt the agency to take strong ac- 
tion affecting the networks. These re- 
ports have, in effect, given the Com- 
mission the blessing of the committees 
in a revision of the network rules to 
cover changes brought about by tele- 
vision. Therefore, it would not be sur- 
prising, in the event that the Commis- 
sion’s own network study affirms the 
recommendations of the committee re- 


ports, if the Commission assumes 
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jurisdiction over the networks. Should 
this occur, there would be no need for 
consideration of Sen. John W. Brick- 
er’s bill to place the networks under 
direct regulation of the FCC—unless 
the networks themselves raise the chal- 
lenge. 

In one area of industry operation, 
notably multiple-station ownership, the 
committee reports virtually tell the 
Commission it must not relax present 
ceilings. The Senate document de- 
clares: “The Commission should not 
permit increased concentration, either 
by networks or other multiple owners, 
until it has received and thoroughly 
considered the report of its network 
study group.” The House report rec- 
ommends that the Commission give 
“emphatic consideration” to anti-trust 
factors “in any change in the multiple- 
ownersip rules.” 

It would seem, therefore, that the 
committee reports will have the effect 
of a “holding” action on the FCC in 
this respect, while at the same time 
indicating support from 
should the Commission be disposed to 
a lowering of the ceilings. 


Congress 


THE HARRIS LETTER. [»n addition 


to committee reports, the session just 
concluded was quite productive in 
letter-writing. Aside from routine com- 
munications to regulatory 
calling for comments on committee re- 
ports, there were several outstanding 
missives to the FCC from members of 
the House on the subject of subscrip- 
tion tv. Most important of these was a 
letter from Chairman Oren Harris of 
the House Interstate Commerce Com- 
mittee in which highly pertinent ques- 
tions were raised regarding the legal 
issues involved in authorization of sub- 
scription. This letter came at a time 
when the Commission was seemingly 
on the verge of authorizing tests and 
apparently had the effect of delaying 
action. 


agencies 


Two other letters from congressmen 
on subscription also received distinc- 
tion. One from Chairman Celler urging 
the FCC to take no action without Con- 
gressional approval brought a response 























from the Commission that it had the 


“duty” to make a decision. Mr. Celler’s 
letter provoked another from Rep. 
Frank Chelf, a member of the House 
Judiciary Committee, which called on 
the Commission to act on subscription 


and not to be influenced by anybody. 


NOTHING ENACTED. As for actual 
legislation, there was nothing enacted 
in the last session which directly af- 
fected television, although plenty of 
bills were introduced. The latest meas- 
ure (SJR 106), by Sen. Charles Potter, 
would provide for an independent com- 
mittee, armed with the necessary au- 
thority to look into classified material, 
to investigate the possibilities of ob- 
taining additional vhf channels. 

Chairman Magnuson had expected 
to hold hearings during the session 
on his bill (S1369) to amend the 
“equal time” provisions of the Com- 
munications Act but committee busi- 
ness interfered. It is quite likely that 
this measure will be considered at the 
second session of the present Congress. 
Another measure introduced by Sen. 
Magnuson (S2119) to extend Federal 
aid to educational tv will probably 
also be considered at that time. 

Several bills were introduced during 
the past session to prohibit subscrip- 
tion tv. What happens to them next 
session will doubtless depend on what 
action the FCC takes next month. 

Sen. Magnuson introduced a bill 
(S1759) to extend broadcast station 
licenses from three to five years. Con- 
sideration of this measure can be ex- 
pected next session. 
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Syn dica tion (Continued from 37) 


(DPA). Under terms of an agreement 
concluded this month, INS clients will 
have available important dispatches of 
DPA correspondents in 30 countries 
on both sides of the Iron Curtain. 
These stories are unavailable in other 
wires.” 

Mr. Reid also mentioned that at 
least one new tv film property is in the 
planning stage and that expansion and 
broadening of world-wide news cov- 
erage for Western Hemisphere clients 
using INS wire reports have already 
been arranged. 

MCA TV Film Syndication Division. 
In its statement, MCA TV Film advised 
that it is now preparing to dub some 
of its most successful programs in 
foreign languages. Dragnet is now be- 
ing dubbed in Spanish, with other 
major properties slated for similar 
treatment. 

The company will offer a new half- 
hour series for syndicated selling in 


September, Mickey Spillane. Also one 


other new series as yet unannounced. 
In addition, MCA TV is now selling 
for syndication two former network 
shows, Crusader and If You Had a 
Million. 

MGM.-TV. “MGM-TV has just cele- 
brated its first birthday,” reminded 
Charles C. Barry, vice president. “Be- 
hind us are $50 million in feature film 
library sales, the setting up of a strong 
commercial department, and the sale 
of our first show, The Thin Man, to 
Colgate for presentation this fall over 
NBC. We’re continuing with our sell- 
ing of the MGM feature film library 
and look forward to an additional $12- 
$15 million in sales during the coming 
year. Plans are underway for the re- 
lease of our shorts and cartoon library 
which comprises over 1,000 subjects. 
All in all, P'd say the year ahead will 
be a bright and busy one for MGM- 
yo A 

As far as new properties from the 
company, the Min and Bill series is 
already in production. In a few weeks 
shooting will start on Northwest Pas- 
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sage. Other production projects now 
reaching the final script stages include 
The Feminine Touch and Goodbye Mr. 
Chips, the latter to be made in the 
firm’s London studios. 

National Telefilm Associates, Inc. 
President Ely A. Landau, said: “The 
outlook for the 1957-58 season at Na- 
tional Telefilm Associates is one of 
uninterrupted expansion and growth— 
new series, new client and new fea- 
ture film packages. While the past 
year has been most successful, we look 
forward to a greater volume of busi- 
ness activity during the next 12 
months. With commercial operations 
of the NTA Film Network off to a 
flying start over 134 tv stations and 
the acquisition of new, first-run (on 
television) motion pictures and half- 
hour shows, the company established 
a new sales record in exhibition con- 
tracts written. For the nine months 
ended April 30, 1957 contracts written 
totaled $13,346,081, a gain of 247 per 


cent over the sum reported in the 


same months of the previous year.” 





—y 








NTA is expanding its half-hour syn- 
dication operation. It is producing 39 
new episodes of its successful series 
Sheriff of Cochise, introduced last sea- 
son and played in nearly 200 markets. 
A new series titled Official Detective is 
now in production, 39 episodes are to 
be made. This film has already been 
sold in about 50 markets. Other NTA 
shows with pilot films available are 
The Last Marshal, Personal Report, 
This is Alice, Tonight in Havana and 
The Wildcatters, all made for NTA by 
Desilu Productions. Also ready are 
pilots of Mother is a Freshman and 
Anything, Inc., produced by TCF Pro- 
ductions. 

In addition, shows set for fall pre- 
sentation are the 1,400 Paramount 
short subjects and cartoons, the new 
George Jessel Show Business half- 
hours, the Big Little Show, of half- 
hour musical spectaculars and the 
Funarama package of short subjects 
and cartoons. 

Famous Films—Programs for Tele- 
vision, the newly formed division of 





NTA, has entered the low-budget pro- 
gramming field with a complete li- 
brary, ranging from five-minute health 
programs to feature length motion 
pictures. Among the half-hour series 
offered by this division are China 
Smith, Combat Sergeant, Police Call, 
International Playhouse, Quality Thea- 
tre, Orient Express and Play of the 
Week. 

Official Films, Inc “There are signs 
that point out,” president and board 
chairman Harold L. Hackett stated, 
“that syndication for this coming sea- 
son is gaining new cohorts. It is stimu- 
lating to note, not only for Official but 
for the other top syndicators as well, 
the sales are being made almost en- 
tirely on the reputation of the company 
and talent. This show of mutual con- 
fidence is a step forward for the in- 
dustry that can only reflect better 
product by syndicators, better pro- 
gramming by telecasters and better 
sales results by advertisers. Also, it is 
refreshing to note, again not only for 
Official but for other companies as 


well, that stations are showing an avid 
interest in obtaining the finest first-run 
shows, sometimes even before they are 
off the pilot reel. We have made con- 
tracting contacts for this coming sea- 
son for our new shows with such 
outstanding station operators as West- 
inghouse, Dumont, weNn-tv Chicago, 
KTTV Los Angeles and wrrx New York. 
“Another plus for tv syndication is 
the foreign market. It is at this time in 
an expansive state and all syndicators 
are making moves to fill the demand 
for high-quality American product.” 
Official is readying three series for 
fall. Sword of Freedom, a costume ac- 
tion half-hour, brought in $500,000 in 
sales in 30 days. This film is being 
produced in England by Sapphire 
Films, Ltd. Decoy, an adventure story 
of a policewoman, is already sold in 
12 markets, will start in early October. 
Pyramid Productions will make Of- 
ficial a total of 39 episodes. The Big 
Story, another Pyramid Productions 
product, is an all-film version of the 


(Continued on page 88) 





A 02 Hes Port of Call 


Meet Grant Mitchell .. .““SAJLOR OF FORTUNE”... an American at-large destined 


built right into the series. 





CHICAGO 
DElaware 7-2777 


ATLANTA 
TRinity 4 





RKO TELEVISION 


RKO TELERADIO PICTURES, INC. 


-3885 


for adventure. Playing ‘Mitch’ is LORNE GREENE, the rugged, handsome star 
of stage, films and TV. He visits the world’s most fascinating seaports which form 


the backdrop for unlimited mystery, intrigue, and adventure. 


“SAILOR OF FORTUNE?’ is first run everywhere and available everywhere to 


action-minded stations and sponsors. Naturally, the promotion and merchandising are 


See ‘““SAILOR OF FORTUNE”’. For prints and prices contact 





HOLLYWOOD 


1440 Broadway 
New York 18, N. Y. 
LOngacre 4-8000 


HOllywood 7-9042 
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Syndication (Continued from 85) 


former network live-with-film-inserts 
show. This program has already been 
set for five markets. 

‘ Walter Schwimmer Productions, Inc. 
The president of the firm, Walter 
Schwimmer, said: “My appraisal of 
the outlook for the 1957-58 season, at 
this moment, foresees a tougher mar- 
ket for syndicated shows. The top- 
flight contenders may do well, and 
possibly very well. The new shows that 
are not quite top-flight, may find it 
hard sledding. The re-run shows which 
have a good track record may do all 
right, but I think they will have to sell 
at realistic prices. The re-run shows 
that are not top-flight are going to 
have to go to basement bargain figures 
or stay on the shelf.” 


Schwimmer expects to produce two 
new shows for the coming year. One 
of them will be another sports series 
which the firm will probably offer at 
the syndication level. The other will be 
a musical show for which it contem- 
plates a network sale. 
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Screencraft Pictures, Inc. This com- 
pany offers comments on several timely 
issues. It feels that “the trend among 
all programming elements in tv to ‘ride 
along with the winners’ instead of at- 
tempting new and original patterns in 
tv will result in another ‘lean’ season 
such as the last one.” It feels that 
“haphazard feature film buying and 
programming will prove most detri- 
mentai to continuing ratings and the 
audiences that will satisfy sponsors.” 
It feels that “there should be a greater 
degree of understanding among the 
stations towards the problems of 
the independent syndicators. Without 


them, the industry, and stations in par- ~ 


ticular, will suffer not only from a 
dearth of original material for pro- 
gramming but also face the inevitable 
static market of higher costs for pro- 
gramming material.” 


Need Groundwork Now 


Further, Screencraft feels that “ ‘free’ 
television will have to provide enough 
adequate programming now in order 
to lay the groundwork for the battle 
with the proponents of toll tv. Unless 
the networks, stations and related ad- 
juncts to the ‘free’ tv industry now 
start thinking in terms of providing 
the audiences with that type of tv pro- 
gramming to counteract the program- 
ming facts and promises of toll tv 
exponents, they will find that their 
medium will become a phantom in 
both programming and _ audience 
areas.” Screencraft feels that “barter 
deals, if worked out on reasonable, 
mutually satisfactory terms for sta- 
tions, agents and distributors, have a 
real place in the industry, providing 


| each faction with real values.” 


For the coming season the company 
will release 230 half-hours of a former 
network police show retitled Crime- 
fighter. It also reports that in the plan- 
ning stages are “several new film series 
which are being worked out with sev- 
eral top agencies.” 

Screen Gems, Inc. Vice president 
and general manager, Ralph M. Cohn 
observed: “We're on a ‘new look’ 
policy. We don’t want to see television 
keep seeding the same species. It’s too 
young for that. We want to try to bring 
in new faces, new formats, new areas 
of dramatic interest and new modes 
of doing business. 


“Diversify we must—to meet our 
obligations to those who depend on us 
for programming and to make the best 
use of our talents and facilities. This 
has been our policy during the growth 
of this company—it will continue to 
be our policy. We are branching into 
the packaging of live programs, our 
creative people have been alerted to be 
on the constant search for formats that 
are indigenous to live production. We 
recently announced an eastern talent 
department to cover all media of en- 
tertainment in a search for new faces. 
Night clubs, summer theatres, off- 
Broadway productions and the legiti- 
mate theatre will be constantly under 
surveillance. 

“Not only are we broadening our 
programming concept, we are also 
studying new methods of financing and 
distributing this product so that there 
will be maximum benefit to our cus- 
tomers and minimum risk for all con: 
cerned. Our new series, Casey Jones, 
as we revealed last May, is being pro- 
duced in partnership with three major 
station operators—Westinghouse, KTTV 
Los Angeles and wp1x New York. 

“Producers must be seekers. We 
have to search for new areas of enter- 
prise and new ways of doing the old. 
Unless we do, tv will become old be- 
fore its time and so will we. Screen 
Gems is opposed to premature senil- 
ity.” 

In addition to Casey Jones, the com- 
pany is currently making the /vanhoe 
series in England. Also, Screen Gems 
has just purchased the tv rights to 600 
feature films in the Universal library. 
It intends to release these and other 
features it has in store in special group 
packages, much the same way as its 
Hollywood Mystery Parade which it 
brought out last fall. 


Television Programs of America, 
Inc. Milton A. Gordon, president, made 
the following comments: “In the ver- 
nacular, TPA is buzzin’, cousin. Our 
syndicated sales are booming, so much 
so that it now appears that we are go- 
ing to have to bring our next series 
into syndication six weeks earlier than 
anticipated. (This is the result of the 
fast moving sales on our New Adven- 
tures of Charlie Chan series.) Un- 
doubtedly, 1957-58 will set a new 
record for syndicated sales, both for 


(Continued on page 90) 
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TPA and the entire industry. 

“The foreign market has surprised 
me, and I think I was one of the few 
who felt this area could be developed 
within a relatively short time. As an 
indication, just this week one of our 
shows, Mystery is My Business, has 
just become a sell-out in the United 
Kingdom. This is our ninth show to 
be sold in the U. K., one or two shows 
more than Canada and Australia. In 
addition, we have just appropriated 
over $150,000 to dub three more of 
our shows in Spanish—New Adven- 
tures of Charlie Chan, Mystery is My 
Business and one more to be deter- 
mined shortly. The Latin American 
market is really buzzing too. In two 
days in early August, we made four 
sales there. 

“Satisfying as all this is, though, I 
cannot help but feel that the recent 
change in our internal structure will 
open up tremendous fields for new pro- 
duction. My phone has been ‘buzzin’’ 
as never before since we announced 
our profit-sharing plan for top talent 
and producers. Undoubtedly, this is 
going to help us competitively, since 
it enables us to do business with a 
calibre of stars that film tv has seldom 
been able to approach. We certainly 
realize that if we succeed in making 
deals with first-magnitude stars, other 
companies will do it too. That can only 
help the industry—networks, stations 
and advertisers, as well as syndicators. 

As I said—we’re buzzin’.” 

TPA will have ready for fall syndi- 
cation, in addition to its Charlie Chan 
series, Adventures of Tugboat Annie 
which is being produced in Canada. 

Richard H. Ullman, Inc. The head 
of this company, Richard H. Ullman 
said: “The outlook for our company 
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Proctor Tv 


Proctor Electric Co., which en- 
tered tv in 1954 with a three-mar- 
ket spot test, has committed 70 
per cent of its 57 budget to the 
air medium. 

The statement of expenditures 
from W. Y. E. Rambo, Proctor 
ad manager, says sales are up 35 
per cent over a year ago. He says 
the company will continue tv 
activity in 22 major markets and 
will add two more this year— 
Miami and Salt Lake City. 

Proctor promotes toasters, 
steam irons, adjustable ironing 
tables and Zedalon ironing table 
covers and pads through 10, 20 
and 60-second film commercials 
created by UPA. 

Weiss & Geller is the agency 
for Proctor’s consumer division. 











in 1957-58 is one of confidence and 
moderate expansion. We are launch- 
ing the most ambitious program since 
the beginning of the company. Our 
tailored business with agencies has 
been expanding. In order to cover po- 
tential sales throughout the country 
on our products, we have expanded our 
sales force. We are looking forward to 
our highest sales since the beginning 
of this company ten years ago, with 
cautious optimism.” 

Ullman is now making 78 complete 
shows of its animated cartoon adven- 
ture series, Colonel Bleep. It has just 
released 225 animated weather jingles. 
The firm also has been making ani- 
mated product group films for used- 
car dealers, bread and dairy com- 
panies and banks. 

Ziv Television Programs, Inc. From 
John L. Sinn, president, came this 
statement: “The outlook for Ziv for 
1957-58 is the brightest in its history, 
with production humming on a record- 
high $14.5 million budget, programs 
selling faster than ever, and pilot films 
in the advanced planning state now 
numbering 10—adding up to plenty of 
dramatic action for television viewers 
all over the world. 

“This year saw important additions 
to the Ziv sales force, with the ap- 
pointment of top flight sales execu- 


tives in Chicago, New York and Los 
Angeles. These additions are a direct 
result of the considerable expansion 
in service to national network and na- 
tional spot advertisers as sponsors of 
Ziv-produced programs, as well as 
scores of national spot buyers on local 
stations. Ziv presently has 2,800 ad- 
vertisers on its clients list, in such 
basic fields as foods, beverages, appli- 
ance products, petroleum, retailing and 
meat packing. 

“There is evidence that multi-mar- 
ket film advertisers—primarily in the 
near-national and major - regional 
brackets—will be spending this year a 
total of over $125 million for syndi- 
cated telefilms and time slots to house 
them, with millions more due to be 
spent by local advertisers seeking 
similar high quality, first-run telefilms. 
At least $25 million is likely to be 
spent for participations in rerun films 
aired by local stations—many of which 
will be films purchased from our own 
Economee Tv Division. So, as can be 
seen, we will be substantially expand- 
ing all of our activities in all major 
phases of the telefilm industry.” 

A new show for syndication at Ziv 
is Harbor Command which is set for 
fall telecasting. The firm’s executives 
consider this series, to be “the fastest 
selling program we've ever had.” It 
has already been committed for 150 
markets. Another recent syndicated 
product is a series made in Europe, 
The New Adventures of Martin Kane. 
Several other new syndicated series are 
expected from Ziv before the year is 
out. 

In regard to its production, much of 
which is on-location shooting, Mr. 
Sinn said “With the record produc- 
tion budget for 1957-58 set at $14.5 
million, including pilots, Ziv has es- 
tablished an increased number of 
producer - writer-director teams, all 
working in close harmony to gain the 
greatest impact in their assigned film 
series. Every Ziv production team 
bears a responsibility to improve the 
quality of its product. . . . As on-the- 
scene know-how increases among pro- 
duction crews, more and more research 
staffmen are scouting romantic areas 
here and abroad, searching for stories 
and locales for future programming, 
while the reservoir of writers keeps 
mounting to meet the level of quality.” 
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DEVELOPMENTS AWAITED. The 
television industry — particularly the 
set-making segment—is now hammer- 
ing at a technological wall, seeking a 
breakthrough that may be a short 
distance away. But until that break- 
through is made, investors will be wary 
about assuming that the group of tv 
securities will show any outstanding 
performances — particularly in the 
present bashful market. Notice that 
Barron’s tv index has moved slug- 
gishly. 

What’s in back of this attitude? It’s 
fair to assume that, while the financial 
community is not expert on the tech- 
nical developments in an industry, it 
does keep itself well posted on them 
and makes a brave attempt to under- 
stand them—and what’s more, it at- 
tempts to interpret their significance 
for the investing public. Thus, even if 
wrong, that interpretation is often the 
decisive factor controlling the market’s 
action for an initial period. 


SEVERAL POTENTIALS. The Wall 
Street attitude toward the tv industry 
is controlled by its expectation that 
some important developments are 
brewing in the industry and that it’s 
best to wait and see how they work. In 
summary, the analysts are alert to the 
potentials of (1) toll television, (2) a 
striking reduction in the cost of color 
telecasting, (3) a tube improvement 
for color tv sets that will usher them 
into the mass market and (4) the per- 
fection of the flat, wall-type tv screen. 

Take each of these developments 
individually. The constant publicity 
over the move of the Brooklyn Dodgers 
and the New York Giants baseball 
teams to the west coast, along with the 
possibility that toll tv is involved, 
naturally raises investor curiosity, as 
testified by the activity in the stocks 
of toll-tv firms, including Zenith and 
Skiatron. 

There are many aspects of this side 
of tv to be considered that have been 
mentioned frequently in this column 
and in other stories in TELEVISION 
AGE. There could be a vast market for 
toll-ty equipment. There is a big po- 


tential for film companies, which are 
hopeful that the post-1948 films could 
be sold to toll tv, thus allowing the in- 
dustry to have its cake and eat it too 
by selling feature films to tv stations 
and the public. 


THE COLOR PROBLEM. There is 
some hope that the development of 
magnetic tape will slash the cost of 
telecasting generally, and when color 
telecasting is put on tape, the medium 
will be brought down to the range of 
more advertisers in cost. 

Meanwhile, it is essential that the 
cost of the color tv set be nurtured 
down into the mass production level. 
The problem seems to depend on the 
ability of the manufacturers to come 
up with a tube that will do the job, 
whether it be an improvement on the 
present RCA tube, the Philco apple 
tube or the Lawrence tube. 

The announcement by Sylvania that 
it had achieved the projection of 
images on flat panels opens up a whole 
new concept of the ty-set output. Syl- 
vania’s announcement was not the first 
indication that flat wall tv screens are 
possible. Both GE and RCA had in- 
dicated it earlier. But Sylvania’s dem- 
onstrations gave the concept added 
impetus, evoking the impression that 
it could break out of the pilot stage 
any day. 

Now consider how each of these 
developments overlaps the other in 
time and relationship. Obviously, the 
reduction in costs of color telecasting 
will exert pressure to bring the color 
tv set within easier price reach of the 
consumer. On the other hand, if the 
set-price reduction is achieved first, it 
will expedite use of color telecasting. 
In either case, it’s assumed that once 
the color-set market hits the one mil- 
lion mark, possibly by 1960, the num- 
ber of hours devoted to color telecast- 
ing will climb from the present 20 
hours a week to 80 or more hours 
weekly. 


WALL-SCREEN FACTOR. But here 
again comes another factor—the wall 
(Continued on page 100) 
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Dannon (Continued from page 44) 


necticut. A year ago Dannon moved 
into Philadelphia, which actually rep- 
resents its first big step towards 
national distribution. It is anticipated 
that the future will find the company 
setting up offices in Chicago and San 
Francisco as it spreads across the 
country. 

The part tv has played thus far is 
underlined by Mr. Metzger’s comment: 
“We really have to credit television 
as a major factor in getting such tre- 
mendous product acceptance for Dan- 
non.” The company has been using 
four stations in New York and one in 
Philadelphia. 

Most of the commercials are on 
film, with live models used to illustrate 
situations considered ideal for eating 
yogurt. Any starving actor who tries 
out for a Dannon commercial is cer- 
tain of going home with his appetite 
somewhat appeased. Mr. Metzger re- 
quires all actors to eat a container 
of Dannon yogurt before they are 
accepted. One early commercial was 
done in animation by an associated 
yogurt company in Paris. For the 
American market, English was dubbed 
in place of the French. 


Schedule to Dealers 


An added dimension of value is 
gained from the tv commercials by 
merchandising them to the dealers. A 
schedule of commercials, along with 
the time and channels on which they 
will appear, is sent regularly to the 
company’s retailers. 

With six varieties of yogurt, all in 
different-colored containers, Dannon is 
looking ahead to color tv. It plans to 
make some of its spots in multi- 
chrome. 

Although born in Switzerland, Mr. 
Metzger, 74, came to the U. S. from 
Spain, where he worked as a business- 
man. He was associated there for many 
years with the Dannone company, a 
major producer of yogurt for Spain 
and France. It was this firm that gave 
Mr. Metzger the morale and initial 
financial backing to launch his own 
company here. 

Both he and his son, Juan, 36, are 
now U. S. citizens. The latter is a 
vice president of the firm and handles 
many of the administrative, sales and 


production burdens. 
The making of yogurt is not without 
its pioneering aspects. New uses and 
applications of it are being developed. 
Mr. Metzger is president of the Inter- 
national Yogurt Foundation, Ltd., with 
offices in New York. The job of this 
non-profit organization is to serve as 
a clearinghouse in the promotion and 
development of new uses for yogurt. 
The milk food has been recom- 
mended by doctors for dietary and 
regulatory purposes for many years. 
In fact, part of Dannon’s initial pro- 
motional effort was to educate doctors 
to the benefits of the product. 
Dannon’s leadership in the field is 
indicated by the fact that in the New 
York metropolitan area and surround- 
ing territory it sells 77 per cent of 
the yogurt that is bought. With an 
assist from tv, the company has plans 
to expand that dominance nationally. 





Weight (Continued from page 43) 


and more salons are established. 

Typical of the Stauffer television 
advertising is that on  KRBC- 
tv Abilene where Stauffer uses ten 
daytime minute commercials a week 
and gets good results. Rush Meazell 
is principal executive for the district 
and Wayne Butler the advertising 
manager. Commercials are live over 
slides and one-minute films. 

In another Texas market Stauffer 
is using a 15-minute company-prepared 
film on KFDXx-Tv Wichita Falls. The 
film*is narrated by Harry VonZell and 
has proved very effective. A local 
phone number is given for calls by 
those interested in the reducing plan 
and Stauffer salesmen work from the 
leads so provided. During June 
the Wichita Falls office used KFDX-TV 
Monday through Friday at 11 a. m. 
This was alternated with two other 
shows. Principal executive for Stauffer 
in Wichita Falls is Mrs. Ina Ballinger. 

In Lafayette, La., Stauffer sponsors 
the Gross-Krasne syndication O. Henry 
Playhouse, which stars Thomas Mitchel 
as O. Henry (7-7:30 p. m., Thurs.). 
Here, too, they use both film com- 
mercials and voice over slide. C. J. 
Manning is district manager and has 
expressed satisfaction with the results 
of the television series. 

e Vic Tanny’s Gyms are major west 
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This is the front of the Stauffer Sys- 
tem salon in Lafayette, La. where the 
firm sponsors the 30-minute O. Henry 
Playhouse (7-7:30 p. m. Thurs.) on 
KLFY-TV Lafayette. 


coast and midwest advertisers, having 
spent a total of around $275,000 in 
tv spot in 1956 and with expansion 
plans which may mean a much larger 
total in the medium during 1957. At 
midyear the chain was active on around 
10 stations. 

Vic Tanny advertising is handled 
through Charles N. Stahl Advertising, 
of Los Angeles. One-minute participa- 
tions and announcements are used. On 
KNXT Los Angeles Vic Tanny has used 
one-minute live and film commercials 
for the past year, mostly placed in 
feature film programs. The Vic Tanny 
budget on the station amounts to 
approximately $2,000 per week. 

On KHJ-TV the gyms use around 
12 announcements a week in the period 
after 5:30 p. m. ID’s, 20’s and minute 
announcements are used. The budget 
averages about $1,070 per week. 

Other Los Angeles stations carrying 
Vic Tanny commercials include Kcop 
and KTLA. In San Diego Vic Tanny 
advertises on KFSD-TV San Diego and 
in San Francisco the local gym uses 
spot on KGO-TV and KPIX. 

In Albuquerque the branch of the 
organization is using 20 spots a week 
on KOB-Tv. Success of their television 
advertising in California was credited 
with the interest in the medium on 
the New Mexico station. 
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Film (Continued from page 49) 
AMERICAN FILM PRODUCERS 


Completed: Westinghouse Electric Corp., Mc- 
Cann-Erickson. 

In Production: Esso Standard Oil Co. (Esso 
dealer service), McCann-Erickson; Westing- 
house Electric Corp., McCann-Erickson. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Philip Morris & Co. (Marlboro) , 
Burnett; Miles Laboratories, Inc. (Alka- 
Seltzer), Wade; General Motors Corp. Mac 
Laren; Frontier Foods Corp. (Flav-R- 
Straws), R&R; Colgate Palmolive Co. (Halo 
shampoo), Carl S. Brown; Boyle-Midway, 
Inc. (Black Flag), Geyer; Peter Paul, Inc. 
(Mounds & Almond Joy), D-F-S; Interna- 
tional Shoe Co. (Poll-Parrot shoes), Krup- 
nick. 

In Production: Tuckett Tobacco Co. (Mar- 
guerite cigars), MacLaren; National Trust 
Co., MacLaren; P. Ballantine & Sons (beer), 
Esty; Radio Corporation of America, Lefton; 
Miles Laboratories, Inc. (One-A-Day, Vo-S), 
Wade; Rinse Away Corp. of America (elec- 
tric garbage disposer), Wade; Alcoa Steam- 
ship Co., Inc., F&S&R; Scott Paper Co. 
(Scott products), JWT; Lever Bros. Co. 
(Wisk & Lux), JWT; Paper Mate Co., Inc. 
(pens), FC&B; Knomark Mfg. Co. (Esquire 
shoe polishes), Mogul; National Biscuit Co. 
(Nabisco Premium Saltines), McCann-Erick- 
son; Holsum United Bakery Program 
(bread), W. E. Long; Pharmaco, Inc. (Feen- 
a-mint), Doherty, Clifford, Steers & Shen- 


field. 
FILM CREATIONS 


Completed: Revlon Products Corp. (Silken 
Net), Mogul; Bourjois, Inc. (Evening in 
Paris), Gumbinner; Whitehall Pharmacal 
Co. (Anacin), Bates; Ford International Div. 
of Ford Motor Co. (English cars), direct; 
Park & Tilford (Tintex) , Mogul. 

In Production: American Oil Co. (Amoco 
gas), Katz; Visiting Nurse Assn., direct. 


FILMACK CORP. 


Completed: Stroh Brewery Co. (beer). Zim- 
mer, Keller & Calvert; A. O. Smith 
Corp. (Permaglas Heater), C.ame:-ixrasselt; 
National Homes Corp. (National Home 
week), Blair; Lanlay, Inc. (Lanlay many 
purpose cosmetic), direct; Allied Mills, Inc. 
(Wayne feed livestock), Western; Cleveland- 
— Brewing Corp. (Old Timers ale), 
yse. 


GOLDSWAN PRODUCTIONS 


Completed: Campbell Soup Co. (Franco- 
American products), Burnett: F & M 
Schaefer Brewing Co. (beer), BBDO; An- 
drew Jergens Co. (Jergen’s lotion), Robert 
Orr; Chesebrough-Pond’s Inc. (Pond’s beauty 
preparations), JWT; American Safety Razor 
Corp. (Pal blades), BBDO; Charmin Paper 
Mills (Charmin tisses) Compbell—Mithun; 
O’Keefe’s, Inc. (ale), Comstock. 


GRAY & O°REILLY 


Completed: General Foods Corp. (Jell-O), 
Y&R; Nestle Co., Inc. (coffee), Bryan Hous- 
ton; Block Drug Co. (Nytol), SSC&B; Cities 
Service Co. (gasoline), Ellington; Grove 
Laboratories, Inc. (Fitch shampoo), Harry 
B. Cohen. 


KEITZ & HERNDON 
Completed: O. A. Sutton Corp. (Vornado air 


conditioners), Lago & Whitehead; National 
Nu-Grape Co. (Suncrest, Nu-Grape), Liller, 
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Neal & Battle. 

In Production: Cain’s Coffee Co. (Instant 
coffee), Lowe Runkle; Southern Union Gas 
Co., direct; Dr. Pepper Co. (soft drink), 
Grant. 


JAMES A. LOVE PRODUCTIONS 


In Production: Small Boat Handling, direct; 
United States Air Force (Teaching By 
Guided Discussion), direct; Commercial Sol- 
vents Corp. (Peak Anti-Freeze), F&S&R; 
Boyle-Midway, Inc. (Wizard Wick, Wizard 
Push Button, Easy-Off), Geyer; Raytheon 
Mfg. Co. (Hawk Report #2, Hawk Guid- 
ance), direct; Aluminum Company of Amer- 
ica (Highway products), F&S&R. 


MPO TELEVISION FILMS, INC. 


Completed: Toni Co. (Prom), North Adv.; 
Lever Bros. Co. (Lux soap, Lux Liquid, Rin- 
so), JWT; Lever Bros. Co. (Silver Dust), 
SSC&B; S. C. Johnson & Son (Johnson's 
wax), B&B. 

In Production: Shulton, Inc. (Hand & Body 
lotion, Old Spice After Shave), Wesley; 
Radio Corporation of America (Tv, Whirl- 
pool), K&E; Sylvania Electric Products, Inc. 
(Tv), JWT; Helena Rubinstein, Inc. (Mas- 
cara-matic), Ogilvy, Benson & Mather; Gen- 
eral Foods Corp. (Post cereal), B&B; Amer- 
ican Gas Assn. (manufactured & natural 
gas), L&N; P. Lorillard Co. (Old Gold), 
L&N. 


RAY PATIN PRODUCTIONS, 
INC. 


In Production: Joseph Schlitz Brewing Co. 
(beer), JWT; Bardahl Oil Co. (oil), Miller, 
Mackay, Hoeck & Hartung; Squirrel Brand 
Peanut Butter, James Lovick; Scott Paper 
Co. (napkins), JWT; Mars, Inc. (Snickers) , 
Knox Reeves. 


HAL ROACH STUDIOS 


Completed: Bulova Watch Co. (watches), 
McCann-Erickson; Liebmann Breweries, Inc. 
(Rheingold beer), FC&B; SOS Co. (SOS), 
McCann-Erickson. 

In Production: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; General Mo- 
tors Corp., Kudner; Mars, Inc. (candy), 
Knox Reeves; Nestle Co., Inc. (Nescafe), 
Houston; SOS Co. (SOS, Tuffy), McCann- 
Erickson. 


SARRA, INC. 


Completed: Procter & Gamble Co. (Blue 
Cheer), Y&R; Jackson Brewing Co. (Jax 
beer), Fitzgerald; Quaker Oats Co. (Aunt 
Jemima Pancake mix) JWT; Bulova Watch 
Co. (watches), McCann-Erickson; Pet Milk 
Co. (Pet Evaporated milk & Instant Pet 
Nonfat dry milk), Gardner; Armour & Co., 
gam Timken Roller Bearing Co., 


SONG ADS, INC. 


Completed: Union Pacific Railroad Co., 
Caples; F & P Peaches, Nelson-Baker; Sears, 
Roebuck & Co., C&W. 

In Production: Creomulsion Co., Tucker 
Wayne; Primadonna Club, John Roche; Aero 
Naves De Mexico, Caples; Borden Co. 
(milk), Tracy-Locke; Duncan Coffee Co. 
(Maryland Club coffee), Tracy-Locke; Kraft 
Foods Co. (cottage cheese), JWT; Mrs. 
Baird’s Bakeries, Inc. (bread), Tracy-Locke; 
Fintex Clothes, Luckoff & Wayburn. 


SOUND MASTERS, INC. 


Completed: Borden Co. (Instant coffee), 
a Procter & Gamble Co. (Cheer), 


In Production: Borden Co. (Instant coffee), 


DCS&S; Pontiac Div. General Motors Corp. 
(Pontiac cars), MacManus, John & Adams; 
V. LaRosa & Sons, Inc. (Macaroni, pizza pie 
mix, spaghetti, ravioli), SSC&B. 


TV GRAPHICS 


Completed: Procter & Gamble Co. (Dreft), 
D-F-S; P. Ballantine & Sons (beer), Esty; 
Procter & Gamble Co. (Prell), B&B; Inter- 
national Business Machines, B&B; Sterling 
Breweries, Inc. (beer), Compton. 

In Production: Smith Bros. (cough drops), 
SSC&B; Campbell Soup Co, (Franco-Amer- 
ican Spaghetti), Burnett; Aluminum Co. of 
America (Alcoa products), F&S&R; Borden 
Co. (ice cream), B&B; Libbey-Owens-Ford 
Glass Co. (auto plate glass), F&S&R. 


TRANSFILM, INC. 


Completed: American Motors Corp. (Ram- 
bler), Geyer; 5-Day Laboratories (5-Day 
deodorant pads), Grey; Boyle-Midway, Inc. 
(Black Flag insecticide), Geyer; Greyhound 
Corp. (Greyhound bus), Grey; Thomas J. 
Lipton, Inc. (Lipton iced tea), Y&R; Corn 
Products Refining Co. (Mazola salad & 
cooking oil), C. L. Miller. 


UPA PICTURES, INC. 
(New York) 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co., McCann-Erickson; National 
Biscuit Co. (Nabisco), K&E; Caloric Ap- 
pliance Corp. (gas ranges), R&R; Procter & 
Gamble Co. (Cheer), Y&R. 

In Production: Bristol-Myers, Inc. (Buffer- 
in), Y&R; Nestle Co., Inc. (Nescafe), Bryan 
Houston; Radio Corp. of America (RCA 
Sterophonic), K&E; Coca-Cola Export 
(Coca-Cola), direct; Coca-Cola Co. (Coca- 
Cola), McCann-Erickson; National Biscuit 
Co. (Nabisco), K&E; Quality Bakers of 
America (Sunbeam bread), direct; Colgate- 
Palmolive Co. (Colgate toothpaste), Bates; 
Drackett Co. (Windex), Y&R; S. A. Schon- 
brunn & Co., Inc. (Savarin), FC&B; Piel 
Bros., Inc. (beer), Y&R. 


UPA PICTURES, INC. (Burbank, 
Calif.) 


In Production: Ford Motor Co. (Edsel cars), 
K&E; Nestle Co., Inc. (Nescafe), Houston; 
Coca-Cola Co. (Coca-Cola), McCann-Erick- 
son; Radie Corporation of America (RCA), 
K&E; Drackett Co. (Windex), Y&R; Mogen 
David Wine Corp. (Key wine), Edward H. 
Weiss; Purex Corp., Ltd. (Purex products), 
Edward H. Weiss; Sealy, Inc. (Sealy Posture- 
pedic mattress), Edward H. Weiss; State 
Line Potato Chips, Randall. 


VAN PRAAG PRODUCTIONS 


Completed: Chrysler Corp. (Chrysler cars), 
McCann-Erickson; Bulova Watch Co. 
(watches), direct; Ford Motor Co., Mer- 
cury Div. (Mercury cars), K&E; Schick, Inc. 
(electric shavers), B&B; International Latex 
Corp. (ISO-Aspirin), direct; Eastern Air 
Lines, Fletcher D. Richards; Isetta BMW 
300 (foreign car), Norman Gladney; D-X 
Sunray Oil Co. (D-X Boron), Potts-Wood- 
bury. 

In Production: Chrysler Corp. (Chrysler 
ears), McCann-Erickson; Ford Motor Co., 
Mercury Div. (Mercury cars), K&E; West- 
inghouse Electric Corp. (tv sets), McCann- 
Erickson; Eastern Air Lines, Fletcher D. 
Richards; Dodge Div. Chrysler Corp. (Dodge 
cars), Grant; International Latex Corp. 
(Playtex), direct. 


VIDEO PICTURES 


Completed: Oldsmobile Div. General Motors 
Corp. (Oldsmobile cars), D. P. Brother; 
Speidel Co. (watchbands), NC&K. 
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Chicle. 
This was the seventh quarterly spot 
report from TvB. The Bureau has also 


released the annual spot report for 
1956. 


Two Schools 


Norman Mac donnell of Gunsmoke 
and William Hazlitt Brennan of Wyatt 
Earp are from vastly disparate schools 
of western thought. 

The producer of the CBS-TV Gun- 
smoke, Mr. Mac donnell puts the hum- 
bug on the hero concept of the old 
western marshal: 

“None of these guys was a hero. 
They were all slobs. Take a town that’s 
in a terrible mess. A legal killer, the 
most homicidal man in town, is hired 
to clean it up for five hundred dollars. 
That’s the marshal.” 

A writer on the ABC-TV W yatt Earp 
show, Mr. Brennan did his research 
in another library. In a letter to the 
New York Times, he says: 

“The western peace officer was a 
brave man. He had to be or he was 
run out of town by a passel of hoot- 
ing cowhands. And courage, as Thack- 
eray observed, never goes out of fash- 
ion. In modern writing there are no 
heroes. What a list of hypocrites, 
cowards, sexual adventurers and mis- 
fits with a gripe against the world has 
been conjured by neurotic writers! . 





WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Goodyear Tire & Rubber Co., 
Inc., Y&R; S. C. Johnson & Son, Inc. (John- 
son wax), NL&B; Ohio Oil Co., Ayer; Kel- 
vinator Div., American Motors Corp., Geyer; 
Ford Motor Co., JWT; Colgate-Palmolive 
Co., Lennen & Newell. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Carac Corp., Donahue & Coe; 
Procter & Gamble Co. (Duncan Hines cake 
mix, Big Top Peanut butter), Compton; 
General Electric Co. (Toast-R-Oven coffee 
maker), Y&R; Johnson & Johnson (baby 
lotion), Ayer; Revlon Products Corp., Dowd, 
Redfield & Johnston. 

In Production: American Home Foods, Inc. 
(Chef Boy-Ar-Dee Beefaroni), Y&R; Amer- 
ican Tobacco Co. (Lucky Strike), BBDO; 
Standard Brands, Inc. Chase & Sanborn In- 
stant coffee), Compton; National Biscuit Co. 
(Uneeda instant fizz), Bates; Royal McBee 
Corp. (Royal typewriter), Y&R; Westing- 
house Electric Corp. (home appliances), 
McCann-Erickson. 


Storer W. Kelley 


J ohnson 








Buchanan 


J. Kelly 


Storer Changes 


Peter Storer has been named general 
sales manager for WJW-Tv, Storer 
Cleveland outlet, as the station group 
announces a series of appointments. 

Mr. Storer, who has been with WJBK 
Detroit and the national sales office of 
the Columbia Broadcasting Co., takes 
over in Cleveland August 19. Bill 
Kelley, New York sales manager, and 
Frank Barron, local sales manager, 
will report to the new general manager. 

At the same time, Lewis P. John- 
son has been named sales manager of 
Storer’s new Wilmington-Philadelphia 


tv station WPFH. Glenn Lau is local 
sales manager. Mr. Johnson has been 
with the Katz Agency, Chicago office, 
as a tv account executive, and with 
the midwest and national sales office 
of Storer since March 1955. 

Jack Kelly, formerly managing di- 
rector of wyw Cleveland, a Storer 
radio station, has been named New 
York sales manager for werH. Robert 
Buchanan, formerly with the sales de- 
partment of WJBK-Tv, Storer outlet in 
Detroit, becomes New York sales man- 
ager of that station. 





The pioneers who carried the Bible and 
McGuffey’s Reader westward are in- 
nocent of at least one modern cliché. 
They never said: ‘I think God went 
thataway.’” 

It could be that these differing back- 
ward and westward outlooks are re- 
flected on the tv screen. Hugh O’Brian, 
the rangy actor who plays Wyatt Earp, 
is closer to a post-adolescent Jack 
Armstrong All-American Boy than a 
slob, while Jim Arness, in the role of 
Matt Dillon, the marshal of Gunsmoke, 
has been known to fight from ambush, 
shoot in the back and watch a good 
guy die. 

But whatever the inside view, the 
two shows are one-two in the New 
York market at least (Pulse, July 
1957) and surely fast on the audience 
draw elsewhere. 


BRENNAN ON CRITICS. In his let- 
ter to the Times, Mr. Brennan comes 
out with his typewriter blazing. His 
target is the tv critic. 

“I used to be a critic myself (St. 
Louis Post-Dispatch . . .),” says he, 
“and I think I know most of their oc- 
cupational diseases. 

“But I be doggone if I can under- 
stand why so many television critics 
are jumping on tv westerns. ... ” 


In the old west, he says, there were 
good guys and bad guys. “Nowadays, 
the bad guy has ceased to exist. The 
bad guy’s mama slapped him when he 
was a child; his daddy took to drink; 
society was mean to him when he grew 
up. A hundred writers are busy assur- 
ing us that the bad guy is a mere vic- 
tim of life. 

“The mass audience — as every 
schoolboy and critic should know— 
has a wonderful sense of smell. People 
are sickened by the pervading odor of 
unmoral, cowardly and cynical ‘real- 
ism’ offered as entertainment by books, 
the stage and screen. 

“ |. . Modern critics should not pro- 
fess themselves baffled by the wistful 
interest of mass audiences in frontier 
America. It indicates, I humbly sub- 
mit, a wholesome rebellion against the 
moral anarchy of our own times. ...” 

And, with a final twist of the Bowie 
knife, he says, “As an old ex-critic, 
laddies, I know what you are up 
against. You’ve got to keep tv from 
being enjoyed by mass audiences. 
You’ve got to worry the sponsors, 
exacerbate the ulcers of Madison Ave- 
nue and make tv producers miserable. 
Down with the tv western! Up with 
borscht-circuit humor and bring on the 
ballet dancers.” 
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future will bring about some variety. 
Mr. Culhane says: “We expect to do 
quite a bit more of sponsored edu- 
cational film work in the next year 
and are at this moment discussing 
projects of this type with a number of 
clients. We believe that the real im- 
pact in terms of public relations in 
pictures of this type has not been 
entirely realized—and _ that the 
amount of public approval is going 

to be astonishing. We believe that 
" more and more sponsors are going to 
invest their public relations money in 
these programs rather than in nuts 
and bolts demonstrations or some 
equally prosaic approach. 

“We think that sponsors will be 
willing to promote programs that are 
definitely artistic and cultural if they 
are approached with the same amount 
of good showmanship as was dis- 
played in ‘Hemo, the Magnificent.” 


Continue Spectaculars 


Mr. Culhane reports that the studio 
will continue to work on the Bell- 
Capra scientific series of spectaculars 
until some time in November. He 
states that the last two picutres will 
be about the weather and cosmic rays. 
Mr. Culhane continues: “Since this 
project took a number of years, the 
studio has a unique group of experts 
on the production of films on scienti- 
fic subjects. No other studio has a 
similar range of experience in this 
area, and we intend to exploit our 
advantage to the utmost.” 

As for commercial film making, 
Mr. Culhane says, “. . .we note with 
a great deal of satisfaction that there 
is much more interest in unusual 
approaches such as abstracts, mobiles 
and other devices that the agencies 
are willing to consider to make more 
outstanding spots. We think this trend 
will be accelerated as the audience re- 
action to this type of spot becomes 
apparent.” 

Transfilm, Inc., New York, reports 
that it is “going full speed ahead 
with its plans for expansion and di- 
versification.” The company has set 
as its objectives memorable commer- 
cials, produced under specialized in- 
dividual direction. When combined 
with good programming, memorable 
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commerciais give program ratings 
new meaning, states William Miese- 
gaes, president of Transfilm. He 
points out that low-rated programs 
with high-recall commercials can be 
better buys than high-rated programs 
with low-recall commercials. 

Mr. Miesegaes takes this stand: 
“The tv commercial producer must 
take an active position and establish 
confidence among his agency clients, 
as he has already done with his film 
clients, that he is creative as well as 
technically proficient. His creativity 
must equal his current offerings of 
personalized services and facilities. 

“Creativity cannot come via the 
assembly line method. It goes hand in 
hand with personalized service and 
this, too, has led to some Transfilm 
revamping. We have instituted a pro- 
ducer-account executive arrangement 
and have empowered four company- 
employed producers (under Walter 
Lowendahl, executive vice president) 
to handle production from inception 
through billing. They will literally 
walk every job through our studios 
supervising every operation along the 
way.” 

Mr. Miesegaes notes that “A big 
area of promise for the 1957-58 sea- 
son is the sponsored film which is get- 
ting much play on tv public service 
time. Now, some sponsors are invest- 
ing heavily in such films destined for 
‘spectaculars.” 
were on last year and more are ex- 
pected this year. Currently we are 
involved in just such a project for a 
major single show this fall.” 

The Transfilm executive says that 
the demand for sponsored films on tv 
is attributable “in no small part” to 
the opening of a midwest division with 
headquarters in Pittsburgh. This office 
may be expanded to include produc- 
tion facilities, Mr. Miesegeas states. 

Animation, Inc., Hollywood, is in its 
third year of operation and reports 
that “all indications point to another 
sharp increase for the year 1957-58.” 
Earl Klein, president, says that the 
“second year . . . was marked by com- 
pletion of twice the number of ani- 


prime-time Several 


mated tv commercials as were de- 
livered in its first year of operation. 

“To prepare for this new demand, 
Animation, Inc., has added to its ar- 
tistic and technical staff and a new 
animation camera has been installed. 


“Experimentation in design and re- 
production of art work will continue. 
New techniques, developed exclusively 
at Animation, are much in demand. 
Requests from clients, sold on the 
power of animation on tv, indicate the 
studio will be much more active this 
year in the production of public re- 
lations and industrial films.” 

Mr. Klein further states that in order 
to maintain the high standard of 
quality which clients are demanding, 
the studio expects to limit the footage 
it will be able to accept for produc- 
tion this season. This statement is 
made in the face of studio expansion. 

Television Screen Productions, Inc., 
New York, says, “there'll be plenty of 
film made but we believe it will go 
to firms with the best creative staffs.” 
Charles J. Basch Jr., president, says 
“commercials will have to be entertain- 
ing to do a job. This means they must 
be rememberable.” 


..Longer Life for Animation 
Mr. Basch believes that “animation 
spots always last longer than live 
talent spots.” As for his company’s 
method of operation, Mr. Basch states: 
“We will continue this year, as al- 
ways, to create television commercials 
by first solving the problem, ‘How can 
this product be best demonstrated and 
shown for identification?’ After that, 
the narration or audio will naturally 
fall into place. We believe strongly 
that too many firms write a radio 
commercial and then say, “What the 
heck am I going to show for video?’ ” 
A trend towards the “increased use 
of live action to clinch the sale in tv 
commercials” is seen by Roger Wade, 
president of Roger Wade Productions, 
Inc., New York. The company specia- 
lizes in live action, although it is 
equipped for animation, too. Mr. Wade 
bases this judgment on the company’s 
experience so far this year. 
“About five years ago, the trend 
was in the opposite direction—away 
from live action toward fully animated 


commercials. We feel that advertisers 


still value full animation as attention- 
getters, but the old rule of ‘seeing is 
believing’ has been proven too often 
for an advertiser to depend on an ab- 
stract medium to do the job that 

requires the real product.” 
Mr. Wade continues: “We, as live- 
(Continued on page 98) 
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Commercials (Continued from 96) 


action producers, welcome this trend 
naturally, because we are equipped to 
integrate animation and live action to 
create an attention-getting and selling 
commercial. 

“Both our animation and live-action 
facilities have been enlarged in antici- 
pation of this type of combined com- 
mercial in the coming season,” Mr. 
Wade concludes. 

The story at many of the film com- 
panies is considerable expansion of 
facilities and personnel. Prompting 
these alterations, of course, is the feel- 
ing that business is enlarging and 
individual companies are anxious to get 
a bigger hold on the market. There 
are many film companies planning 
dramatic moves this coming season, in 
addition to those already mentioned. 

In New York, MPO Telvision Films, 
Inc., has acquired ATV Film Produc- 
tions, Inc. Mickey Schwarz, president 
of ATV, will be a producer-director 
for ATV. This recent acquisition fol- 
lows just a little more than four months 
after the opening of MPO’s new Lin- 
coln Square production center. 

Judd L. Pollock, MPO president, 
states that his company’s expansion 
will be continued in several ways this 
coming year. As the company looks 
forward to a big year, Mr. Pollock 
says: “MPO’s policy has always been 
the maintenance of a permanent staff 
of top film makers, rather than hiring 
of creative talent for specific jobs.” 


Vidor to Europe 


MPO also has sent its director of 
photography, Zoli Vidor, A.S.C., on an 
exploratory trip to Europe. According 
to Mr. Pollock, Mr. Vidor will tour 
the major production centers of Eng- 
land and the Continent “to observe 
production techniques, buy equip- 
ment and investigate possibilities of 
exchange agreements and co-produc- 
tion deals.” The trip will continue 
through mid-September. 

Dynamic Films, Inc., New York, also 
“is continuing a period of expansion, 
both of its creative personnel and its 
physical plant. This growth reflects 
our confidence, not only in the poten- 
tial of an expanding industry in the 
east, but in Dynamic’s ability to com- 
bine creative motion picture and 


98 August 26, 1957, Television Age 


television techniques for successful 
merchandising to audiences which are 
becoming more sophisticated.” 

Nathan Zucker, president of Dy- 
namic, says his company “is consolidat- 
ing its various tv departments under 
a single administrative roof at new 
offices and screening rooms in midtown 
Manhattan for the convenience of its 
clients. New stages, recording studios 
and editing rooms, now in construc- 
tion, will incorporate known develop- 
ments for electronic recording of pic- 
utre and sound—and will anticipate 
developments for magnetic color.” 

Mr. Zucker further mentions Dy- 
namic’s foreign activities. James Town- 
send, head of the department of re- 
search and development, is presently in 
London. In addition, the company has 
affiliates in Paris and Japan. Mr. Zucker 
comments: “Foreign stages and locale, 
as well as techniques, are available to 
Dynamic’s clients where such produc- 
tion is of advantage from a currency, 
style or interest point of view.” 

A move into the Paramount Televi- 
sion Studios has been completed by 
Song Ads, Inc., Hollywood. Don Estey, 
executive vice president, notes that 
“Paramount has spent a great deal of 
money improving these six huge sound 
stages on this lot as well as moderniz- 
ing and bringing up to date smaller 
stages, scene docks, carpenter shops 
and other physical facilities of a typic- 
al major motion picture studio.” 

Mr. Estey anticipates that SAI (they 
eventually hope to employ just these 
initials in favor of the name) will be 
the only commercial producer on the 
major Paramount lot. He says the com- 
pany by moving there has increased 
actual floor area some 400 per cent 
and has been “deluged with new busi- 
ness.” 

SAI has recently hired a new ani- 
mator director as well as animators, 
story-layout and background men and 
a marionette department, under the 
supervision of Jimmie Shaw. A graphic 
arts department has been added as well 
as a live show department. In addi- 
tion to commercials, SAI packages live 
shows for conventions, fairs and tele- 
vision. 

Bill Sturm Studios, Inc., New York, 
has just established a new division, 
Kineo-Graphics, Inc., to produce di- 
mensional motion and anikins (three- 
dimensional figure animation). Stop 


motion and special effects will be the 
features of Kineo-Graphics, Albert D. 
Hecht, sales manager, reports. Mr. 
Sturm will take charge of the new 
operation, supervising staging and cam- 
era work. 

Filmack Studios, Chicago and New 
York, is expanding its creative depart- 
ment, separating its creative people 
into television, theatre and industrial 
sections. According to the company, the 
move is being made because more 
creative services are needed by a larger 
variety of clients and because “certain 
departments such as television advance 
at a more rapid rate than industrial 
films.” 


More 35mm Film 


As for production facilities, Filmack 
says “more and more 35mm equipment 
is now being used for television films 
because of the higher standard of 
quality.” The company has also ex- 
panded its sound-recording facilities 
“to keep up with the modern trend 
of special music and sound effects to 
fit the video message and also to meet 
the cry for more entertainment along 
with the sell.” 

As for the outlook for color, reac- 
tion ranges from very enthusiastic to 
a lack of interest. 

Keitz & Herndon, Dallas, one of the 
southwest’s outstanding film makers, 
produces most of its film in color. L. F. 
Herndon Jr., says: “We have recently 
noticed a sharp increase in the atten- 
tion given to color and we sincerely be- 
lieve that the ‘57-‘58 season will prove 
to be the year that color comes of age. 
For the past five years, we have pro- 
duced approximately 80 to 90 per cent 
of our work in color in preparation. 
It is for this reason that we are giving 
much more consideration to color op- 
tics. Many of our clients have found 
that production of color television spots 
can be very succéssfully used as theatre 
trailers. The use of color also enables 
the use of these films in sales meet- 
ings, stockholders meetings, and, a new 
twist to the film business, point of sales. 
Through the use of a continual action 
projector we have encouraged some of 
our clients to set up point-of-sale 
pieces in the stores and run their 
television spots.” 

Keitz & Herndon expects the “1957- 
58 season to be the largest in the 
history of our organization. The steady 
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increase in production in our regional 
market, plus the new national business 
which we have been fortunate enough 
to obtain, has given us a very bright 
outlook for the future.” 

The Dallas organization has plans 
for a completely new studio, additional 
optical equipment and added facilities 
for live photography. These plans will 
double the space of the animation de- 
partment and provide facilities for a 
new stage. 


Playhouse and Color 


Another company that has been do- 
ing much color work is Playhouse Pic- 
tures, Hollywood. Adrian Woolery, 
president, says there has been a “sub- 
stantial increase in color production.” 
In addition to a 15-minute business 
film in color which will be seen on 
NBC-TV in October, Playhouse has 
six animated color commercials cur- 
rently in production. This west coast 
firm also reports plans to diversify its 
animation production in the coming 
year by entering the business, educa- 
tional and entertainment film fields. 

Mr. Woolery says that the outlook 
for 1957-58 is partially predicated on 
what happened during the first six 
months of this year. “During this pe- 
riod, Playhouse has completed 92 dif- 
ferent animated commercials for 19 
advertisers, an increase of 65 per cent 
over the similar period last year. The 
studio has been in continuous capacity 
production since January 1.” 

As a result of this heavy activity, 
Playhouse moved into a new site two 
weeks ago with 7,500 square feet of 
studio and office space. The company’s 
staff also has increased to 24 persons. 

Lewis & Martin Films, Inc., Chicago, 
is not as bullish about color. 

Herschell G. Lewis says: “Although 
we now produce all our animation in 
color, any real activity in color will 
be limited to those advertisers who buy 
program spots in network shows tele- 
cast in color. We, as have many 
studios, have done considerable exper- 
imentation in 35mm and 16mm color 
based on our belief of a few years 
ago that color would be a major factor 
in television by this time. This belief 
has failed to justify itself, and 1957- 
58, unless an unusually frenzied at- 
tempt is made to sell color sets, will 
not substantially improve industry at- 


titude toward color, especially since 
optical tricks in color add an expense 
which is hard to justify considering 
the limited use of color at this time.” 

Mr. Lewis thinks there will be con- 
tinued increase in elaborate commer- 
cials and the use of attention-getting 
devices. He states: “In our organiza- 
tion, our animation department is 
undergoing expansion, anticipating in- 
creased use of this technique for tele- 
Many of the 
smaller advertisers who previously 
could see no further than straight-sell 
now want animation—not the classic 
continuous-motion animation but the 
newer stylized work which is far less 


vision commercials. 


costly since the technique itself calls 
for less action.” 

Mr. Lewis also sees a trend toward 
the “bizarre and unconventional” in 
animation and the use of specialized 
techniques such as Rotoscope. 

That the tug of war between Holly- 
wood and New York will be a factor 
this coming year seems indicated. 
Robert Lawrence, president of Robert 
Lawrence Productions, says the issue 
“will very likely come to a head in 
the coming season. As a West Point 
graduate, Mr. Lawrence appears 
quite ready for the challenge. He feels 
certain that New York will overcome 
any threat because of “built-in advant- 
ages.” Mr. Lawrence cites these as: 
“proximity to the advertising center of 
the country; the equally close work- 
ing relationship that has developed 
over the years with advertising agen- 
cies; the high refinement of the spe- 
cialized craft of tv commercial prod- 
uction in the New York studios, and 
the complete service offered by East 
Coast producers to business in general 
and advertising in particular.” 

Mr. Lawrence’s company also has 
been experiencing a period of “sub- 
stantial growth and diversification.” 
“Through moves to provide a complete 
one-stop service to clients, we have now 
a production company in Canada, an 
animation studio in New York, another 
in Hollywood and an industrial and 
special effects division here—all serv- 
icing clients through central headquar- 
ters in New York.” 

The outlook for the coming year is 
to effect “an even greater coordination 
of client services,” Mr. Lawrence con- 
cludes. 


A Hollywood 


Tuchman Productions, believes more 


producer, Harris- 
commercial business will come to his 
part of the country. Ralph G. Tuch- 
man, president, states: “An increasing 
flow of commercial production is com- 
ing west and will continue to do so in 
1957-58. Part of this is brought about 
by the desire of advertising agencies 
to integrate commercials with filmed 
shows being produced in Hollywood. 
A stronger factor is superior technical 
services, including laboratories, special 
effects and physical plant. With the 
emergence of color, the elements of 
superior technical service possible in 
Hollywood will be felt even more 
strongly.” 


No Threat to New York 


Mr. Tuchman feels, however, that 
this “doesn’t pose any real threat to 
New York producers because agency 
control of accounts will always be 
dominant in New York and a signifi- 
cant amount of production will always 
remain in New York.” He conjectures 
that the “need for west coast produc- 
tion facilities may well lead to closer 
tie-ups or mergers between Hollywood 
and New York production firms in 
1957-58.” 

As for the business outlook for 
Harris-Tuchman, Mr. Tuchman esti- 
mates that the company will continue 
its steady growth with an increase of 
25 per cent expected for the coming 
year. Sales efforts also will be ex- 
tended into additional market areas, he 
concludes. 

The commercial film division of 
20th Century-Fox Tv is All-Scope Pic- 
tures, Inc., Hollywood. Until a little 
more than a year ago, when it joined 
forces with the Hollywood major, All- 
Scope was an independent producer of 
commercials and industrials. It was 
organized in 1946, under Gordon 5. 
Mitchell, who is still president of the 
division. All-Scope’s relationship to 
its east-coast business is summed up 
by Mr. Mitchell: 

“Actually, we like our clients to re- 
gard our company as sort of a ‘west- 
coast branch office,’ devoted exclusively 
to the production of their film-com- 
mercial requirements. By giving them 
major production at competitive prices 
and delivery service which will protect 


(Continued on page 100) 
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Commercials Continued from 99) 
their deadlines, we believe we can 
eventually spare them the inconveni- 
ence of ‘shopping’ for every job and 
breaking in a fresh producer on each 
new film.” 

Mr. Mitchell states that, “We have 
always felt that tv commercials require 
the point of view of an advertiser as 
well as the technique of a film pro- 
ducer. . . .” To this end, he continues, 
“By providing agencies and advertisers 
with any creative assistance they may 
require, full preliminary counsel and 
close personal supervision throughout 
all phases of production, we believe we 
can achieve a more intelligent com- 
munication of ideas, a more qualified 
division of responsibilities and a more 
pleasant and successful relationship.” 

Another Hollywood program film- 
maker who less than a year ago 
entered commercial production is 
Gross-Krasne, Inc. The firm reports 
that its first efforts in this direction 
were as a service to sponsors of its 
O. Henry Playhouse. But this facet of 
its business “has blossomed into an im- 
portant and lucrative operation.” Since 
the beginning of the year G-K has pro- 
duced 7 commercials with an estimated 
gross in excess of $350,000. 

Two filmed commercial companies 
that replied to the survey occupy a 
unique position in the industry. One 
is Gordon M. Day Productions, Inc., 
New York, which functions mainly as 
a consultant to agencies in the prepara- 
tion of commercial material, but has 
no studio facilities. As Mr. Day de- 
scribes it: “We are equipped to begin 
at any phase of the creative or prod- 
uction process specified by the client.” 

And the other company is Walter 
J. Klein Co., Charlotte, N. C., an ad- 
vertising agency. 

Mr. Day’s operation is in its ninth 
year as writers-producers of tv-radio 
spots and jingles. “We do not have 
cur own studio facilities and so, as 
agency consultants, we help our clients 
produce the commercials at the film 
and/or recording studio which we feel 
is best suited to handle the job,” Mr. 
Day comments. He notes that major 
agencies require his services chiefly in 
while regional 
agencies call on him for a variety of 
problems. Mr. Day’s outlook for the 
coming season “remains bullish.” 


the “jingle realm,” 
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Chart (Continued from 86) 


Fri.—Gen. Mills. alt. wks. Sunshine Bis- 
: Mon.— : 


\ 3 b> * > 
Nestle; Fri.—Gerber, alt. wks. Sunshine 
Biscuit, 10:30-45: Fri— Johnson & John 

son, alt. wks. California Packing. 10:45-11: 
Fri.—Lever. 11-11:15: Yardley, alt. wks. 
Florida Citrus. 11:15-30: Gen, Mills, alt. 


Our Miss Brooks, 2-2:15 p.m.: Mon.— 
st. ; hs 23 Wed.—sust. ; Fri.— 
Gen. Mills, alt. wks. Gerber, 2:15-30: 
Tue.—Gerber alt. wks. ; Wed.—sust. ; Thur. 
—Sunshine Biscuit, ait, wks. Purex; Fri. 
—Johnson & Johnson, alt. wks. Vick Chem. 
Valiant Lady. 12:00-15 p.m.: Mon 
sust.; Tue.—Wesson Oil; Wed.—sust. Thur. 
Toni, alt, wks. sust.; Fri.—sust. 


b 7 p.m. : ion. 
Standard Brands; Tue.—Swift, alt. wks. 
Toni; W Le’ 


Kanes: Wed.—Simoniz ; Thur.—Pills- 
Fri.—Swift, alt, wks. A. E. Staley. 
“NBC— Price is Right. 11-11:15 a.m., 
Mon.—sust.; Tue.—sust. ; y 
Foods, alt. wks., sust. ; Thur.—sust.; Fri. 


Mon-Thr. sust.; Fri.—Gen Foods, alt. wks. 
sust. 11:45-12:' Mon. & Tue.—sust.; Wed. 

ver; Thur. Finny alt. wks., Alberto 
Culver; Fri.— 

Tie Tac Dough, *12:00-15 p.m. Mon.- 
Church & Dwight, alt. wks., P&G; Tue.— 
Standard Brands: Wed.—Amer Home, alt. 

aft; Fr 0.8. 


Thn.—P&G, alt. wks. Minn. Mining; Fri. 
&G 


It Could Be You. 12:30-45 D.m.: Mon.— 
sust.; Tue.—Ponds, alt. wks., sust. ; Wed.— 
Gen, Foods, alt. wks. Armour; "Thur. 
Miles, alt. wks, Alberto Culver; Fri.— 


Mon.— P&G, alt. wks. sust.; Tue.—P&G, 
alt. wks. sust.; Wed.—Corn Prod, alt. wks.. 
Brown & Williamson ; Thur.—Brillo, alt. 
= P&G; Fri—P&G, alt. wks. Corn 


i. 

Bride & Groom, 2:30-45 p.m.: Mon.- 
Tue.-Wed, sust.; Thur. ~ Mining, 
alt. wks. sust.; Fri. —sust. 2:45-3: Mon. 

‘Toni, alt. wks. sust. : Tue.— Brillo alt. 
wks, sust.; Wed.—Drackett, alt wks. sust. 
Thur.—sust.; Fri.—Drackett, alt = 
sust. 

Queen for a Day. 4:00-15 p.m.: Mon.— 
sust.; Tue.—Standard Brands; Wed.— 
sust. Thur.—Minn. Mining, alt. wks. 
sust.: Fri—S.0.S., alt. wks. Gessard. 
4:15- 30: Mon.—Toni. alt. wks. Brown & 
Williamson; Tue.—Standard Brands; Wed. 

Amer. Home, alt. wks. Corn Prod. : Thur. 

-Miles; Fri.—Corn Prod. alt. wks. Amer. 
Home. 4:30-45: Mon.- Fri.— P&G. 

Modern Romances. 4:45-5 p.m.: Mon.— 
Sterling Drug; Tue.—Brillo. alt. wks. 
sust.; Wed.—Sterling Drug, alt, wks. Corn 
Prod.; Thur.—Kraft; Fri.—Corn Prod., 
alt. wks, Sterling Drug. 

Comedy Time. 5:00-15 Dp.m.: Mon 


sust.; Tue.—Ponds. alt. wks. sust.; Wed. 
-Lever; Thur. “Kraft; Fri.—sust. 5:15- 
30: Mon. — sust. Tue. — sust.. Wed. 


S.0.S.. alt. wks, sust.; Thur.—Miles, 
alt, wks. Welch; Fri.—Gen, Foods, alt. 
wks. sust. 

Specials. Thur., Sept. 19, 10-11 p.m.: 
Texas Command oe e in_ color; 
Mon., Sept. 23, 9:30-10:30 p.m.: Eleven 
Against the Ice in a. 











The Walter J. Klein Co., of Charlotte 
has been in television since 1948. As 
for current operations, the agency says: 
“Outfitted better than most television 
stations and many commercial film 
studios, (we) have no inclination to 
‘specialize in television,’ but do meet 
regional tv problems head-on.” 

It reports that nine years ago 
its plans for commercials put on film 
were met with blank stares by stations 
and commercial film studios. So it set 
up shop within its own offices. 

For the next 12 months, the Klein 
agency sees a “considerable expansion 
of live and film activity among clients 
appropriating more than ever for re- 
gional tv.” 


Wall St. 


screen. If the wide wall screen proves 
feasible by 1960 or earlier, and if 
people believe that it is coming, won’t 
they want the whole package at once? 
In short, will the wall-screen develop- 
ment alter conventional thinking about 
the color set? If it does, how will it 
alter the timetable for the industry? 
Moreover, if a wall-size, flat screen 
able to receive color telecasts exists in 
quantity, will it not change the whole 
attitude toward toll tv? A public that 
would resent the idea of paying 25 or 
50 cents to peer at a 17- or 21-inch 
screen may react differently to the idea 
of seeing a wall-screen loaded with 
action of boxers, football and baseball 
games or Broadway-type shows. 
These are the factors the analysts 


(Continued from 91) 


are attempting to juggle into position 
from the standpoint of timing for in- 
vestment. That’s why the industry’s 
technologists are more important to the 
financial community these days than 
they realize. And that’s why there’ll be 
no important move in the tv securities 
until the pattern starts falling into 
place. 


Stock * High-Low Last 
1957 Quote* 
New York Stock Exchange 
ABC 24%- 19% 19% 
ADMIRAL 14%- 10 10 
A. T. & T. 179%-170% 172% 
AVCO 7%- 5% 656 
cBs (A) 36%- 29% 30% 
EMERSON 6%- 5% 6% 
GENERAL ELECTRIC 72%%- 523% 67 
HOFFMAN 25%- 17% 23% 
MAGNAVOX 44 - 35 38% 
MOTOROLA 51%- 35% 47 
PHILCO 18%6- 14% 1534 
RCA 40 - 31% 34% 
RAYTHEON 23%4- 16% 23% 
STEWART-WARNER 41%- 31% 36% 
STORER 29%4- 25% 25% 
SYLVANIA 46%4- 36% 36% 
WESTINGHOUSE 6854- 5236 63% 
ZENITH 124%- 91% 114% 


American Stock Exchange 


A.A.P. 11%- 9% 10% 
DUMONT LABS 6%- 45% 4% 
GUILD FILMS 45%- 2% 2% 
HAZELTINE 441%4- 30% 36 
NATIONAL TELEFILM 9%4- 7 836 
SKIATRON 9 - 3% 8 


Over-the-Counter Stocks 


Bid-Askedt 


AMPEX 5344-5456 
CONSOLIDATED TV 19 -18% 
GROSS TELECASTING 2014-20 

OFFICIAL FILMS 1%4-15 


“As of the close, Aug. 13, 1957. 
tAs of Aug. 13, 1957. 
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In the picture 


Hal James, formerly vice president in charge of radio and tv at Ellington & Co., has 
joined Doherty, Clifford, Steers & Shenfield as vice president and director of radio and tv 
programming and production. Before going to Ellington & Co., Mr. James was for six years 
manager of spot radio at Compton Advertising. At Ellington & Co. he was director of radio in 
1947, and radio and tv director from 1948 to 1951. He was ultimately named vice president 
in charge of radio and television. A native of St. Joseph, Mo., Mr. James is a 1935 graduate 
of the University of Chicago. He now lives with his family in Westport, Conn., and has 
been active in that community’s civic affairs. For two years, 1955 and 1956, he was pro- 
ducer of the Westport Coleytown Capers, a charity musical. He has been the president of 
the Bedford Junior High School Parent-Teacher Association. 





The founder and president of A. C. Nielsen Co. for 34 years, 
Arthur C. Nielsen, Sr., (r.) is retiring and relinquishing his 
presidency to his son, Arthur C., Jr. The elder Nielsen becomes 
chairman of the board and continues as chief executive officer. The 
new president, a graduate of the University of Wisconsin, was a 
major in the Army during World War II, then rose through various 
positions in the research firm to head, as executive vice president, 
the company’s largest division, Nielsen Food & Drug Index. Fame 
of the father-son team goes beyond research. They have won three 
father-son national tennis championships. 





A man with more than a score of years behind him in the merchandising of food prod- 
ucts, Clifford W. Davis, has been appointed a senior vice president and director of merchan- 
dising at the New York agency, Lennen & Newell. The announcement of the appointment 
came from Lennen & Newell president Adolph J. Toigo. Mr. Davis came to the agency from 
General Foods where for 20 years he was engaged in a number of sales capacities. For some 
time he was national sales planning manager for the food company. Later he became the 
company’s national merchandising manager. More recently he had been the eastern region 
sales manager at General Foods. Before that Mr. Davis was in sales at the Kellogg Co. 
where he was a specialist in national corporate chain-store sales. Before that he was sales man- 
ager in several key cities around the country for the Great Atlantic & Pacific Tea Co. 





Ralph C. Tanner, vice president and director of Anderson & Cairns, has been named 
chairman of the agency’s creative board. He will continue to work on the accounts he has 
been responsible for—Frank H. Lee Co., American Enka Corp., The New Yorker magazine 
and Corinthian Broadcasting Corp. A well-versed executive in both the advertising and tex- 
tile industries, Mr. Tanner previously was with John A. Cairns Co. (now Anderson & 
Cairns) for five years before he joined one of the agency’s accounts, Mooresville Mills, as 
advertising and sales promotion manager. He later was a vice president and director in 
charge of sales and production coordination for Mooresville. He returned to the agency field 
from Sunbury Textile Mills where, as a principal, he was a director and vice president in 
charge of sales. He is a 1936 graduate of Brown University. 





ABC-TV’s vice president in charge of the network, Oliver E. Treyz, has been named 
chairman of the 1958 Brand Names Week promotion scheduled for April 13 to 20. Announce- 
ment of the appointment came from Thomas F. O’Neil, chairman of the board, RKO Tele- 
radio Pictures, and chairman of the board of Brand Names Foundation, sponsor of the week. 
Mr. Treyz will be in charge of a committee of 23 executives of the Foundation’s member 
firms—manufacturers, ad agencies and ad media. Under his direction the committee will de- 
velop the week’s publicity, promotion and merchandising. The first meeting will be next 
month. First national promotion of Brand Names Week was last year. Before that the pro- 
motions had been annual one-day affairs. During the week, the annual Brand Name dinner 


will be held in the grand ballroom of New York’s Waldorf-Astoria Hotel. 
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DO AS LEADING 
TV STATIONS DO 





CLEAN YOUR FILMS 
WITH 


THE NEW IMPROVED 


ECCO «1900 


ANTI-STATIC FILM CLEANER 


Non-Flammabl- 


NO CARBON TET 
or TRICHLORETHYLENE 


Used by NBC, CBS, and many 
others. Better cleaning means 
clearer, brighter projection. 
attraction 
which causes poor screenings. 


Eliminates dust 


Here’s Why ECCO #1500 
is Better: 


Cleaning properties 
better than carbon tet 


at, 


of static 


waxing 
Mild, non-irritating odor 


LOW COST—less than 2¢ 
cleans 400 feet of film 


Gi, a, ee, 


, Equally effective for negative 


2 


or prints 


a. 


CLEAN and INSPECT FILM 


in one easy operation with the 
ECCO SPEEDROL APPLICATOR 


Save time, fluid, labor, money 
Bakelite Construction—lasts a lifetime 
Without obligation, write 
today for illustrated bro- 
chure. Ask your dealer, or 
order direct. 


ELECTRO-CHEMICAL 


PRODUCTS CORP. 
60 Franklin Street e@ East Orange, N 
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Leaves film permanently free 


Dries faster than carbon tet 


Keeps film pliable, eliminates 


Invisible anti-static coating 
In ECCO 1500 you have all the 
cleansing qualities of carbon tet- 
rachloride without the dangers. 
Add years of life to your film. 





As we went to press, Olympic hur- 
dler Lee Calhoun was determined to 
marry his college sweetheart, Gwen- 
dolyn Bannister, on NBC-TV’s Bride 
and Groom. The athlete was going 
full speed ahead with the ceremony 
before the cameras, in spite of the 
ruling by Dan (no Cupid) Ferris of 
the Amateur Athletic Union that Lee’s 
tv wedding would cost the hurdler 
his standing as an amateur, since it 
would gain him some $2,500 in prizes. 

“I’ve made up my mind,” the 110- 
meter Olympic champion told re- 
porters. “I really want to run again, 
but it’s too late to change the wed- 
ding plans, and I’ve decided I’m not 
going to let anyone push me around.” 

The groom-to-be, come what may, 





said he’d appeal any ouster to the 
AAU board. 

“I’m going to do as my fiancee 
and I planned to do,” Mr. Calhoun 
said, “because I don’t think I ought 
to let the AAU get into my personal 
life.” 

We don’t know, of course, how this 
will turn out, but in our office we are 
to a man and woman four-square be- 
hind Lee in his effort to retain his 
amateur status. The girls—all of them 
in tears—and the men—all sternly 
stony faced—feel that any fellow that 
anxious to get married could be 
nothing but an amateur. 

oy * 3 

Situation wanting: We certainly 
don’t want to get into the squabble 
going on now in England, and, in fact, 





mur ox fe Camera 


the entire Empire. We refer to the 
fuss that started when Lord Altrin- 
cham wrote an article criticizing the 
manner in which Queen Elizabeth II 
is being handled in her public ap- 
pearances, including tv and radio. 

But, in the spirit of international 
good will and friendship between the 
two great English-speaking nations, 
we remind Her Majesty that our own 
Robert Montgomery is now at liberty. 

uy * u 

Politics makes strange fellows: 
Miss Jayne Mansfield, as most sharp- 
eyed observers have reason to suspect, 
is a Texan. Recently, when in Wash- 
ington, D. C., she paid a visit to the 
office of Speaker Sam Rayburn (D- 
Tex.) and someone passed the word 
around for all Texas congressmen to 
come to Sam’s office to have a look- 
see. 

Rep. Poage (D) of Waco, called to 
the scene off the House floor, with- 
out explanation, found himself in a 
group photograph with the actress. 

Being both a gentleman and a poli- 
tician, Rep. Poage waited until the 
picture was taken before he turned 
to a colleague and asked, “Who in 
the world is she?” 

It just goes to prove that even the 
most prominent are big in some places 
but not in others! 

ab aw * 

Triple play: We've noticed an item 
in a few of the television ‘columns 
about the coincidence of an actor 
named Firestone appearing on Good- 
year Playhouse. But we think ill 
really be an item worth repeating 
when this Firestone fellow is on the 
Goodyear show playing the part of 
a U. S. General. 


ae * * 


We heard some commuterwise 
Madison Avenuese the other day we 
thought we'd like to pass on to keep 
our readers au courantwise: 

“Let’s put it on the New York Cen- 
tral and see if it gets in on time.” 

“Let’s put it on the New Haven 
and see if it breaks down.” 

“Let’s put it on the Long Island 
and see if it gets there.” 
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* (BC Cameraman “Wl “WATCH films’S 


yeraton DEPART Na 


| With AURICON PRO-600 Nomm Sound-On-Fim Camera! 


WILLIAM B. HARTIGAN, NBC’S Television News Cameraman, 
interviewed on his return from the frozen continent of Antarctica, said he filmed 
52,000 feet of Auricon Sound-On-Film in color near the South Pole, with “Operation 
Deepfreeze.” 

TWENTY-FIVE BELOW ZERO, and blinding 100 mile-per-hour 
winds were the challenging climatic conditions hurled at Cameraman and Sound- 
camera on this desolate, ice-covered continent at the bottom of the world. 
HARTIGAN’S AURICON SOUND FILMS were the first pic- 
tures of any kind to be flown to the waiting press and television news broadcasters, 
telling of the hazardous life led by courageous explorers on Antarctica. 
“SUCCESSFUL PERFORMANCE under rigorous below-zero 
conditions,” is the praise Hartigan gives his “Auricon Pro-600.” Even after his 
Auricon was accidentally submerged in water, the Camera was dried out and 
operated normally. 

AURICON DEPENDABILITY on “Operation Deepfreeze” is another 
| example of how Cameramen all over the world rely on Auricon for professional 
picture and sound-track in the production of Television Newsreels, as well as Film 
Commercials, Dramatic Inserts, and local Sound-Film programming. 
AURICON CAMERAS are sold with a 30-day money-back guarantee. You 
must be satisfied! Write for free illustrated Auricon Catalog to BERNDT-BACH, INC., 
983 No. Mansfield Avenue, Hollywood 38, California. Phone HOllywood 2-0931. 











me 


Supply Corp., New York City, who supplied the Auricon Equipment 
and Accessories for “Operation Deepfreeze,” discusses with 
NBC’s William B. Hartigan the successful below-zero perform- 


| 
| MR. J. A. TANNEY, (left), President of $.0.S. Cinema 
| 
\ 
| ance of the “Auricon Pro-600” Sound-On-Film Recording Camera. 
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